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Rough Proofs 


That peppy little press agent for 
the United Kingdom, the Prince of 
Wales, tells British business men 
that they must advertise to show 
the world that Great Britain is still 
“alive and kicking.” The tax-payers 
are kicking, anyway. 


7’ 7 


A babe in the Hollywood an- 
nounced the breaking of her engage- 
ment “just before starting on a three 
months’ vaudeville tour.” 

It’s hard to tell whether this story 
should be classified under “Love” or 
“Advertising.” 


~*~ ¢ 


“The match being played by Ely 
and I,” says Mrs. Culbertson in one 
ot her syndicated articles, thus prov- 
ing that considered as a writer she 
is still the world’s greatest woman 
bridge player. 


ae i 


Mr. Culbertson, by the way, admits 
that the contract bridge expert is 
expert chiefly in framing ailibis. 
This definition, of course, could not 
possibly be applied to advertising 
experts. 

7 FF F 


The Chicago Tribune says Sidney 
Lenz has turned out to be just an- 
other bridge player who forgets 
what’s trumps. But think what Mr. 
Lenz has done to restore the self- 
satisfaction of the rest of us. 


_ = F 


In nineteen thirty-two business 
will be at least one three-hundred 
and sixty-fifth better. The calendar- 
makers have very thoughtfully in- 
serted February 29 so as to give 
us one more chance to make bigger 
and better sales records. 


. + + 


White spats, the safety leagues tell 
us, should be worn by pedestrians 
at night to avoid being hit by mo- 
tor cars. But what about protection 
from the rest of the population? 


7, v7 


The Whelan drug stores are now 
advertising three-minute breakfasts, 
and H. M. rises to remark that that’s 
about as long a breakfast as adver- 
tising men nowadays can afford. 


a» = F 


“A woman without perfume is 
like a flower without fragrance—dis- 
appointing, unremembered.” 

But sometimes the rememberer has 
his high-balls and heliotrope recol- 
lections slightly mixed. 


a ae 


For old-fashioned Christmas senti- 
ment and Yuletide cheer, there is 
nothing that can quite take the place 
of a department store Santa Claus. 


a. 


“Phone the wife or sweetheart, 
take her out to dinner,” suggests 
Child’s. 

You can’t live on love and kisses, 
even in a depression. 


> 3 FF 


Ben Bernie, the old maestro, was 
called the best master of ceremonies 
in a poll of radio editors of daily 
hewspapers. 

And I hope he’ll like it. 


,.F-¥ 


Aw, come, on, give us a great big 
smile for Christmas! 
Cory Cus. 


YE COPYWRITER 
OF OLDEN DAYS 
KNEW THE ROPES 


Graves Reviews Some Early 
Advertising 


Kansas City, Mo., Dec. 18.—There 
is little new under the sun, Alfred J. 
Graves, A. M., instructor in adver- 
tising at the University of Kansas, 
discovered in his study of the origin 
and development of advertising. 

Whether it’s a warning to avoid 
the other fellow’s product or a testi- 
monial, it’s all been done before, he 
told the Advertising Club of Kansas 
City. Perhaps vigorous slamming of 
competitive products was the rule 
in 1759 as well as 1931, for Dr. 
Samuel Johnson, publisher of “The 
Idler,” commented as follows in the 
dying days of that year: 

“In an advertisement it is allowed 
to every man to speak well of him- 
self, but I know not why he should 
assume the privilege of censuring his 
neighbor. He may proclaim his own 
virtue or skill, but ought not to ex- 
clude others from the same preten- 
sions.” 

The good doctor also went on 
record in favor of truth in advertis- 
ing in these words: 

“There are some, however, that 
know the prejudice of mankind in 
favor of modest sincerity. The ven- 
dor of the beautifying fluid sells a 
lotion that repels pimples, washes 
away freckles, smoothes the skin, 
and plumps the flesh; and yet, with 
a generous abhorrence of ostenta- 


Memphis, Tenn., Dec. 18.—The 
merchandising of many lines out- 
side the normal realm of drug stores 
is sound, Clarence Saunders, of 
Piggly-Wiggly grocery fame, be- 
lieves. It is just as sound for 
grocery stores to sell drugs, he 
avers. 

Putting this theory into practice, 
he has added a prescription, drug 
and toilet goods department to his 
grocery, vegetable, meat and bakery 
store at 93 N. Main St. 

Mr. Saunders says this is merely 
the first step. He plans a country- 
wide chain which will follow the 
precepts thus laid down in Memphis. 
With this he hopes to confound 
Walgreen and other drug magnates 
who have complicated the existence 
of grocers. 

His new policy, however, was not 
adopted as a retaliatory measure, 
Mr. Saunders asserts. He believes 
it is merely a logical step to sim- 
plify shopping for the busy house- 
wife. 

Mr. Saunders proposes four such 
combination stores in Memphis and 
one in every city of less than 100,- 
000 population. In cities above that 
mark, there will be one store to 
every 50,000 population. 

He also proposes to sell drugs on 
a new basis. 

“The public has long believed 
prescription prices were too high,” 
he explained. “I agree with this 
view. We will fill prescriptions at 
one-half the current price. 

“I do not regard this plan as 


tion, confesses it will not restore the revelutionary. very phase of mer 


bloom of 15 to a lady of 50.” 
The First Advertising 


Mr. Graves said the first advertise- 
ment was written about 3,000 B. C. 
on a sheet of papyrus, offering a re- 
ward for the return of runaway 
slaves. 

In Rome, Herculaneum and Pom- 


peii, persuasive announcements were | 8'oceries dispense drugs. 


painted on walls in black or red. 
One such said: 


“The Troop of Gladiators of the Aedil 


Will Fight on the 31st of May. 
There will be fights with Wild 

Animals 
And an awning to keep off the Sun.” 

Following the fall of Rome, there 
is little record of advertising until 
the 12th century, when the town 
crier came into prominence. 

“These old town criers had things 
arranged just about right,” said Mr. 
Graves. “They formed close organ- 
izations and prevailed on the authori- 
ties to give them exclusive priv- 
ileges. Then in at least one case 
they secured promulgation of a de- 
cree providing that every tavern in 
Paris must advertise by means of a 
town crier. This decree was issued 
by Philip Augusta of: France in 
1258.” 

The earliest known printed news 
pamphlet appeared in Germany in 
1525. This forerunner of the news- 
paper carried copy for a mysterious 


herb, but the wise advertiser devoted 


most of his space to a book, ending 
in this wise: 

“Let whoever does not know the 
meaning of this buy the book at once 
and read it with all zeal.” 

The first newspaper advertise- 
ments in the English language was 

(Continued on Page 14) 


chandising is under the microscope 
today. The high price of prescrip- 
tions has long been one of the mys- 
teries of life which I hope to solve. 

“Drug stores have dabbled in 
groceries to the extent of offering a 
few leaders as bait. I believe drug 
stores will really go into the grocery 
business some day. I also think the 
public will get better service if 
I propose 
to give this service.” 

The Saunders drug and prescrip- 


Plans New Chain of 
Combination Drug 
and Grocery Stores 
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Peck & Peck are adding a 
reminiscent touch to Christmas by 
using bottles for containers. 


tion department, aided by advertis- 
ing splashes, took in $1,900 on its 
opening day. The excitement sub- 
sided somewhat thereafter and the 
daily receipts dwindled to a mere 
$1,000. 

The drug department, located in 
the back of the grocery, carries a 
complete line of prescription phar- 
maceuticals and specialties made by 
leading drug manufacturers. A full 
assortment of proprietary medicines 
and nationally advertised toiletries 
is also carried. Seven clerks are 
employed, the chief being J. C. Don- 
athan, who formerly operated a drug 
chain. 

“No bankers,” says Saunders, re- 
calling experiences with financial in- 
terests from which, he asserts, he 
emerged shirtless but much more 
experienced. “I have the capital to 
run this chain without outside 
help.” 


executives. 


Last Minute News Flashes 


Grim Reaper Takes Harold E. Dosch 
Chicago, Dec. 18—Harold E. Dosch, vice-president and treasurer of 
the Rogers-Gano Advertising Agency, died Dec. 14. Only 34 years old, he 
was regarded as one of the most promising of the younger Chicago agency 


Death also claimed Arthur L. Ejidemiller, 69, advertising manager of 
the Chicago, Milwaukee, St. Paul & Pacific Railroad Dec. 16, and F. Willis 
Rice, veteran founder of National Hotel Review, Dec. 7. 


dent of Maxon, Inc., Detroit, Jan. 1. 


Duane Jones to Be Officer of Maxon, Inc. 


Detroit, Mich., Dec. 18.—After nine years with Lord & Thomas and 
Logan, Duane Jones has resigned as vice-president to become vice-presi- 


Donald B. Langan Wins Reeder Export Prize 
New York, Dec. 18.—Donald B. Langan, young copywriter of the 
Newell-Emmett Co., won the G. Allan Reeder cup and $100 for the best 
essay on “What Advertising Will Do for American Business Abroad.” 


Scripps-Howard Newspapers. 


Patterson Leaves Agency for Scripps-Howard 


Chicago, Dec. 18.—Don Patterson has severed his three-year connec- 
tion with Lord & Thomas and Logan to join the Chicago office of the 


NOTABLES GIVE 
ALLURING VIEW 
OF NEW DESOTO 


Gibbons, Ripley, Flagg Tell 
Just Enough 


Detroit, Mich., Dec. 17.—-Personali- 
ties—Floyd Gibbons, Ripley, James 
Montgomery Flagg—are featured in 
the DeSoto Motor Corporation’s sen- 
sational campaign to arouse national 
interest in the 1932 model to be an- 
nounced at the New York Automo- 
bile Show, Jan. 9. Names make 
news—this is the theory underlying 
the DeSoto copy. 

J. Stirling Getchell, Inc., New 
York agency handling the DeSoto 
account, has opened a Detroit office 
in the Stormfeltz-Lovely Bldg., with 
Orrin P. Kilbourne, vice-president, 
in charge. Lloyd M. Clark heads 
the media and research department 
and Roy C. Hayes supervises pub- 
licity. Mr. Kilbourne, a former De- 
Soto distributor, joined the agency 
when DeSoto inaugurated direct re- 
lationships with dealers in the New 
York district. 

“Hello Everybody. There’s a Big 
Thrill Coming!” broadcast Gibbons 
in the opening teaser in the Satur- 
day Evening Post of Dec. 12. En- 
thused and smiling, the famous head- 
line hunter was shown before a 
microphone, pointing to shadow art 
of the new model and uncovering his 
“front page scoop.” 


Arousing Interest 


“Though Gibbons is quoted freely 


in the machine-gun style which 
made his reputation on the radio, all 
of his utterances merely arouse 
curiosity without making any reve- 
lations. 

Ripley will be equally garrulous 
but no more factful in the Post of 
Dec. 26. He will be shown pointing 
to the “under $700” price tag on the 
car. 

“Believe It Or Not,” he will en- 
thuse, “you’re due for a big surprise. 
When I went to Detroit at Walter 
P. Chrysler’s invitation and saw that 
new DeSoto Six . . . what a thrill. 
I can’t tell you the whole story. It’s 
too bad my lips are sealed. 

“But believe it or not, this mys- 
tery car has everything. I’ve just 
come back from Europe. And take 
my word for it, there’s nothing 
smarter on the fashionable boule- 
vards of Paris. It has the chic of the 
Continent. All the style and dash 
you’ve admired. in expensive foreign 
cars.” 

The same medium for Jan. 2 will 
portray James Montgomery Flagg 
describing the features of the new 
model from the viewpoint of the 
trained artist. 

Inserts in current issues of auto- 
motive trade publications utilize the 
same “names” to recruit new deal- 
ers. The Post advertisements carry 
a small box giving a “pre-view” of 
the personality to “appear” the fol- 
lowing week. The trade _ inserts 
earry dealer franchise information 
in that space. 


Explain in January 


Full details of the new model will 
be explained Jan. 9 through a nation- 
wide string of metropolitan news- 
papers. General magazines and 
women’s publications for January 
also will carry the announcement, 
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ADVERTISING AGE 


December 19, 1931 


concurrently with continued trade 
paper advertising. 

Direct mail to dealers is already 
under way. Campaign literature to 
consumers will go out shortly after 
the auto show. 

The personality theme will be 
continued through a large part of 
the 1932 advertising. The three 
“names” used in the teaser cam- 
paign will be pressed into service 
again and new personalities will be 
added. 

The campaign is being executed 
with the largest appropriation ever 
set aside by DeSoto to introduce a 
new model. 


Wheelock Forms New 
Philadelphia Service 


Louis W. Wheelock, former adver- 
tising manager of Stephen F. Whit- 
man & Son, Philadelphia, has formed 
the Wheelock Company, with offices 
in the Lincoln-Liberty Building, 
Philadelphia. Miss M. A. Cramer, 
his former assistant, is a partner in 
the new advertising-merchandising 
business. 

The F. Wallis Armstrong Company 
has handled the Whitman advertis- 
ing since Mr. Wheelock’s resigna- 
tion. 


Four More Accounts 


Select Gale & Pietsch 


Gale & Pietsch, Chicago, will use 
general publications for Burlington 
Willow Ware Shops, baskets, a new 
account. 

Magazines and newspapers are 
scheduled for LeGear Medicine Co., 
dog, poultry and stock remedies; 
Magazines and newspapers for C. A. 
Mosso Laboratories, Oil of Salt; and 
newspapers for the Illinois Pure Milk 
Association. 


Markets Razor for Women 


Harry Spiro, Spiro’s Toilet Arti- 
cles, New York, has introduced the 
“Fem,” a safety razor primarily de- 
signed for use in beauty shops. Due 
to its attractively colored handle and 
small size it is expected to have a 
special appeal for women. 


FLOYD GIBBONS STARTS IT OFF 


Reduces Page Rate 


Review of Reviews, New York, has 
reduced its rate for a four-color in- 
sert page $150, effective with the 
February issue. The second and 
third covers in four colors are re- 
duced by the same amount, 


Names B. B. D. & O. Inc. 


Batten, Barton, Durstine & Os- 
borne, Pittsburgh office, has been 
named by the Surface Combustion 
Co., Toledo, O., to direct its adver- 
tising. The company manufactures 
gas burning equipment for industrial 
and home use. 


Gray Leaves Sheaffer 


W. C. Gray, publicity and sales 
promotion manager of W. A. Sheaffer 
Pen Co., Ft. Madison, Iowa, has re- 
signed to enter the rubber business. 


To Print Dell Papers 


The Art Color Printfng Co., sub- 
sidiary of W. F. Hall Printing Co., 
Chicago, has been awarded contracts 
by the Dell Publishing Co., and the 
Syndicate Publishing Co., New York, 
to print the following magazines at 
the Dunellen, N. J., plant: Ballyhoo, 
Screen Romances, Film Fun, Mod- 
ern Screen and Modern Romances. 


Gellocide Expands 


Gellocide Corp., Tulsa, Okla., 
manufacturer of an antiseptic femi- 
nine hygiene product, has extended 
distribution to six states. The trade 
name has been registered. 


Editor Lewis Dies 


J. M. Lewis, editor of the Kinsley 
(Kans.) Graphic, for 37 years, died 
there this week. 


~ 


A Sign 


of 


the Times 


The two biggest orders, calling for the 
greatest cash expenditure for advertising in 
a sporting goods trade paper ever placed 
by manufacturers of athletic goods, have 
been received by THE SPORTING 
GOODS DEALER for 1932. 


One of these manufacturers has been 
represented continuously in THE DEALER 
for 32 of the 33 years it has been published. 


The other has been represented in THE 
DEALER for 25 years. 


THE SPORTING Goons DEALER. 


NEW YORK CHICAGO ST.LOUIS LOS ANGELES BOSTON SAN FRANCISCO CLEVELAND 
Grand Central Terminal 130N. Wells St. 10th and Olive Sts. $46 S. Broadway Wendell Park, Milton 


318 Kohl Bidg. 700 Prospect-Fourth Bidg. 


WOULD HUMANIZE 
FASHION COPY 


New York, Dec. 18.—Addresses by 
two agency men on fashion adver- 
tising featured the December lunch- 
eon of the New York Fashion Group. 
Paul Hollister, vice-president of 
Batten, Barton, Durstine & Osborn, 
Inc., and G. Lynn Sumner, president 
of the agency of that name, were the 
speakers. 

Introduced by Charles E. Murphy, 
president of the Advertising Club of 
New York, Mr. Hollister urged his 
listeners to go further than merely 
announcing their merchandise in ad- 
vertisements. 

“Do something more than tell your 
readers what you are selling and 
where they can get it. Don’t 
just say ‘Chanel says’ or ‘Vogue 
says,’ which is merely the exposure 
formula of advertising with a snob 
bish note added. 

“Tell the customer what a dress 
will do for her, how she will look 
in it, how long she can get by with 
it, and other basic things. You 
should take time and money to find 
out what people’s underlying mo- 
tives are when they buy a particular 
article and then appeal to those mo- 
tives in your advertisements.” 

Mr. Sumner seconded Mr. Hollis- 
ter’s plea for more study of the 
consumer and less of adjectives and 
photographic flexibility. 

“The Fashion Group’s work is 
now closely allied to the new con- 
ception of advertising itself. The 
law of supply and demand has been 
succeeded by the law of demand 
and supply. And that makes it 
doubly important that you find out 
more about the consumer and what 
she wants.” 


SURE, THERE’S 
A SANTA CLAUS 


Chicago, Dec. 17.—The annual 
Christmas party of the Chicago Ad- 
vertising Council, held today at the 
Hotel Sherman for the benefit of the 
Off-The-Street Club, was a great suc- 
cess, with 750 in attendance. 

Ben Bernie, the old maestro, was 
master of ceremonies, and George D. 
Gaw, president of the Gaw-O’Hara 
Envelope Company and official 
greeter of Chicago, was Santa Claus. 
Margery Maxwell and other stars of 
opera, stage and radio, were on the 
program. 

Many advertisers distributed sam- 
ples of their products, and the result 
was that each person attending took 
home a large bag full of Christmas 
presents. 

The affair was in charge of Basil 
Church, Chicago manager of the Cap- 
per Publication, who was chairman 
of the special committee appointed 
to handle the event. 


Armould Named Manager 


Cc. H. Armould, former head of 
the Armould Independent Oil Co., 
Hamilton, Ill., has joined the St. 
Louis (Mo.) Meter & Pump Co. as 
advertising and sales director. Phil- 
lips Petroleum Co., recently pur- 
ehased the Armould firm. 


Establish Shu-Apurn Co. 


The Shu-Apurn Mfg. Co., Tulsa, 
Okla., has been established to pro- 
duce “Shu-Apurns,” a cloth covering 
for women’s shoes. The product is 
finding a ready sale with housewives 
and for use in stores and restaurants 
where foot apparel must match the 
uniforms. 


Tastyeast Names Federal 


Tastyeast Inc., Springfield, Mass., 
has appointed the Federal Advertis- 
ing Agency, New York, to handle its 
advertising, effective immediately. 


Appoint Archer Agency 


The Archer Advertising Co., En- 
quirer Bldg., Cincinnati, O., will di- 
rect the advertising of Crane & Breed 
Casket Co., beginning Jan. 1. Radio 
and direct mail will be used. 


HAS NEW BOSS 


Howard A. Jones 


Howard Jones 


Is Acquired by 
Ruthrauff-Ryan 


Chicago, Dec. 18.—Howard Aldred 
Jones, for the past two years an ac- 
count executive with the Chicago 
office of Albert Frank & Co., has 
resigned to become an account ex- 
ecutive with Ruthrauff & Ryan, Inc., 
in Chicago. 

This agency, it is reported, has 
enjoyed one of its most successful 
years and the addition of Mr. Jones 
is in line with an extensive expan- 
sion program. 

Mr. Jones has had an interesting 
advertising background. For four 
years before joining Albert Frank 
& Co. he conducted a successful ad- 
vertising and sales promotion serv- 
ice under his own name. He spe- 
cialized in public utility customer 
ownership advertising for a special 
division of Westinghouse Electric & 
Mfg. Co. 

He was assistant advertising man- 
ager for B. Kuppenheimer & Co. 
for three years, and he has held im- 
portant posts with Butler Brothers, 
United States Gypsum Company and 
others. 


“Household Magazine” 
Publishes Cook Book 


The “Household Searchlight Re- 
cipe Book” has been published by the 
Household Magazine, Topeka, Kan., 
under the direction of Mrs. Ida 
Migliario, after five years in the 
making. 

The book contains 1,200 tested 
recipes originating in the culinary 
laboratories of the publication. 


Lipton’s 1931 Sales 
Establish New Record 


Sales of Thos. J. Lipton, Inc., Ho- 
boken, N. J., for 1930 exceeded those 
of 1929 and total sales for 1931 will 
exceed any previous year in the his- 
tory of the business. 

The Hon. Lord Inverforth, P. C., 
has been elected successor to the late 
Sir Thomas Lipton as president of 
the company. 


Lichtenberg on Copy 


Bernard Lichtenberg, vice-presi- 
dent of the Alexander Hamilton In- 
stitute told the advertising class of 
the New York Advertising Club that 
“general copy always pulls, whereas 
specially written copy for certain 
publications doesn’t seem to deliver.” 


Nominate B. W. Gillispie 


Bryce W. Gillispie has been nom- 
inated chairman for the Sales Man- 
agers’ Conference of the Advertising 
Club of Baltimore. Other nominees: 
Jack Wilen, vice-chairman, and John 
Archer, secretary-treasurer. 


Ronalds Ltd. Appointed 


The Minneapolis-Honeywell Regu- 
lator Co., manufacturer of automatic 
heating controls, has appointed 
Ronalds Ltd., Toronto office, to direct 
its advertising in Canada, 


Leibow Made Manager 


H. D. Leibow has been named ad- 
vertising manager of Hills Dry 


Goods Store, Davenport, Ia. 
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DETROIT FIRM 


WINS IN FIGHT 
OVER ‘BLOSSOM’ 


Right of Trede-Mark Owner 
Is Permanent 


Washington, D. C., Dec. 18.—The 
Traub Manufacturing Co., of Detroit, 
successfully opposed registration of 
“Diamond Blossom” as a trade-mark 
for rings by R. Harris & Co., Wash- 
ington, D. C. Traub’s mark is 
“Orange Blossom.” 


The testimony developed that 
Traub’s sales for 1928 were $1,115,- 
000 and the company has spent $600,- 
000 for advertising. 


Harris & Co. cited eight former 
registrations of trade-marks which 
it claimed so nearly approximate 
“Orange Blossom” as to narrow the 
scope of Traub’s registration to the 
exact words claimed by it. Of these 
marks, only one, “Bridal Blossoms” 
was registered before the Traub in- 
signia. 

The Commission of Patents held 
that inasmuch as Traub stood by 
and permitted registration of other 
marks, and presumably their use, the 
company cannot now claim confusion 
would result from the registration 
of “Diamond Blossom.” 

The Court of Customs and Patent 
Appeals ruled that this attitude does 
not prevent Traub from asserting 
its rights. It decided confusion 
would result from registration of 
the Harris mark. 


Delay Not Fatal 


“There must be something more 
than mere acquiescence and delay 
in enforcing its rights,” it said in 


"WALLY" INTRODUCES HIS LITTLE BOY FRIEND 


A. A. Wallgren, who made two million Yanks laugh as cartoonist for the "Stars and 


Stripes," A. E. F. war paper, was the guest of the 


ity of Philadelphia and the Poor Rich- 


ard Club last week. Congress will be asked to vote "Wally" a special medal for his 


war work. He is with the Harvey-Jaediker Service, 


ew York. 


conclusion. “The right to claim the 
use of a trade-mark is a continuing 
one.” 

The court sustained the opposi- 
tion of V. Vivaudou, Inc., of New 
York, to registration of “Chez Moi” 
by E. Daltroff & Co., New York, con- 
firming the decision of a lower tri- 
bunal. The Vivaudou trade-mark is 
“Chez Lui.” 

Other trade-mark decisions: 

American Products Company vs. 
Braithwaite: “‘Zanol’ and ‘Sanlo’ 
are confusingly similar when both 
are used on toilet preparations.” 

“Serv Ice’ is sufficiently descrip- 
tive to render it registrable as a 
trade-mark for machines vending 
ice.” 

John T. Stanley Co. vs. Golden 
Eagle Soap Co.: “Although neither 
originated use of ‘Eagle,’ picture of 
eagle with wings spread and Spanish 
words, ‘Real Azul’ is held decep- 
tively similar to picture of eagle 
with wings spread and words ‘Jabon 
el Aguila Azul,’ both used on soap 
of blue color sold to illiterate cus- 
tomers, especially since Porto Rico 
court has enjoined infringing use of 
mark.” 

“ ‘Real’ over ‘Mint’ on rectangular 
background held deceptively similar 


to red disc used on chewing gum and 
red dot on picture of marshmallows, 
the goods being purchased quickly 
and without thought or consideration 
and with hazy recollection of dis- 
tinctive features.” 


Biscuit versus Bread 


“Canned fish, salmon, vegetables, 
fruits, macaroni, coffee, tea, butter, 
meats, etc., are not goods of the 
same descriptive properties as bread. 
Biscuits are goods of substantially 
the same descriptive properties as 
bread.” 

“Registrant of trade-mark on flour 
has right to extend use to bread. 
Registration for bread will not add 
to any confusion which already ex- 
ists.” 

Green River Fuel Co. vs. Black- 
wood Coal & Coke Co.: “Evidence 
that company has widely advertised 
at cost of $20,000 raises presumption 
it has sold considerable quantity of 
goods and is in possession of val- 
uable good will as asset of business.” 

“Green bar or strip extending 
across one face of lump of coal, or 
plurality of green specks of irregu- 
lar size on surface of lump, held de- 
ceptively similar to occasional green 
blotches appearing throughout coal 


in bulk or mass, contrasting with 
natural color of coal, which are ap- 
plied or affixed by painting, spraying 
or sprinkling the coloring material, 
etc.” 


McKesson & Robbins Win 


New York, Dec. 18.—The United 
States Circuit Court gave a decision 
in favor of McKesson & Robbins, 
Inc., in its suit against the Charles 
H. Phillips Chemical Co. to invali- 
date the trade-marks “Milk of Mag- 
nesia” and “Leche de Magnesia.” 

The decision recognized the testi- 
mony of McKesson & Robbins, Inc., 
indicating a widespread use of the 
term “Milk of Magnesia” prior to 
1905, the year the Trade-Mark Act 
was passed. 


Darrah Heads Celebration 


Dave Darrah is chairman of the 
“State Advertising Capital Night”, 
Madison, Wis., being sponsored by 
the advertising fraternity. 


lowa Weekly Suspends 

The Farnhamville (Ia.) Index, a 
weekly, has suspended publication 
after 31 years of service. 


Andruss Leaves La Palina 


Willis A. Andruss, promotion man- 
ager of the Congress Cigar Co., Phil- 
adelphia, has resigned effective Dec. 
31. Marcus Conlin, advertising man- 
ager of Waitt & Bond, will also serve 
La Palina and the Porto Rican- 
American Tobacco Co. 


Sears Appoints James 

Sears, Roebuck & Co. has ap- 
pointed Leslie S. James acting gen- 
eral advertising manager of retail 
stores succeeding W. H. Dryden, re- 
signed. Mr. James was formerly 
with the Hartman Corp. 


Five Named Directors 


Five members of the Greater Buf- 
falo Advertising Club were elected 
directors of the Automobile Club of 
Buffalo. They are Owen B. Augspur- 
ger, Edward J. Meyer, W. Arch Ral- 
yea, Hoyt R. Sheehan and Walter A. 
Yates. 


Feature Dobbs Hats 


Dobb’s Heatherdown felts are be- 
ing featured by Carson, Pirie, Scott 
& Co., Chicago. This is the first time 
in years the firm has used an Amer- 
ican hat manufacturer’s name in its 
advertising. 


Wilson Joins Geographic 
Earl M. Wilson, at one time New 
York manager of Curtis Publishing 
Co., has joined National Geographic 
Magazine, Washington, D. C. 


Enlarge Hershey Bar 


Hershey Chocolate Co., Pittsburgh, 
has increased the size of its 5-cent 
bar three-eighths of an ounce and 
the 10-cent bar six-eighths of an 
ounce. 


“Lucky” Profits Up 


Profits of the American Tobacco 
Company for the first 10 months of 
this year were greater than for the 
corresponding period of 1930, George 


W. Hill, president, declared. 


eT ee 


great products. 


No advertising anywhere has ever 
aroused so much comment . . . nor have 
so many questions been asked . . .An 
advertisement in BALLYHOO represents 
more than so many thousands of printed 
impressions . . . it means tens of thou- 
sands of verbal mentions: comments at 
the office . . . conversations at the 
luncheon table . . . controversies at 
the club... in short, TALK... the 
vital ingredient which plays so big a 
part in building the sales of America’s 


A campaign of brilliant four-color 


BALLYHOO 


Your ad in BALLYHOO, created in the amusing spirit of the magazine, 
eliminates the usual bald change from friendly editorial entertain- 
ment to serious selling copy. It may not impel readers to button up 
their overcoats and rush out to buy a pound or a box or a can of 
whatever you're selling. But it does win you a share of the good will 
which the magazine is earning from millions of readers by providing 
them—in a desert of depression and unsmiling salesmanship— 
—a moment of release! 


BALLYHOO starts them 
working for you! 


“Have you seen that ad in BALLYHOO?” . . . “I wonder if it’s paid 
for.” ... ““What'll they be doing next?” ... “Dear sir: Kindly settle 
Did somebody mention word-of-mouth advertising? 


jokes! 


spreads never had—never will have the 
sales punch packed by this type of 
verbal promotion . . .free advertising, 
but the hardest to get. 


The astute advertiser likes Americans 
to read about his product, but he loves 
them to talk about it. He knows that a 
heavy campaign is really getting over 
big when its catchphrases work their 
way into the daily conversation of the 
public. He knows that it was not mere 
coincidence when Ford sales kept in 
step with the greatest outburst of Ford 
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More Facts About Advertising 


A case record is a complete his- 
tory of a case, including the condi- 
tions which presented the problem, 
the methods used in solving it, and 
the final result. The term, which is 
coming to be used more and more 
in discussions of advertising, was 
borrowed from the medical field, 
which has found that after a suffi- 
cient number of case records in a 
given field have been studied, some 
valuable general conclusions may 
readily be drawn. 

Advertising, in spite of the fact 
that many people in this business 
like to talk about it as a science, is 
still on an empirical, cut-and-try ba- 
sis. Few definite principles have 
been established, which can be re- 
lied upon absolutely, and which can 
be applied to the task of setting up 
a successful operating plan. Ideas 
are constantly changed and tested in 
the hope of hitting upon a happy 
combination which will produce the 
maximum results at the lowest cost. 

It is highly important that efforts 
be made to get at the basic prin- 
ciples and establish them as funda- 
mentals in the practice of advertis- 
ing. Work is being done along this 
line in a number of directions, and 
because research is being carried on 
in behalf of business as a whole, and 
not for the sale of a single account 
or group of accounts, the results, 
when obtained, will no doubt be 
made available for general use. 

An advertising executive of un- 
usual ability, who is one of those 
working with a great university on 
this problem, said not long ago that 
the great need in the building of 
case records of advertising is more 
detailed facts about what was actu- 
ally done and what actually hap- 
pened. There are so many gener- 


alities used in describing advertising 
results, and so many terms are em- 
ployed which are comparative rather 
than absolute, that it is practically 
impossible to use the reports which 
are ordinarily published as a basis 
for drawing conclusions. 

It is somewhat difficult for adver- 
tising publications to get all of the 
facts about advertising efforts and 
results. Many articles are published, 
but most of them are incomplete as 
to data. Costs and results, the two 
checks on the effectiveness of meth- 
ods, are seldom presented. Conse- 
quently, while many impressions 
about advertising are created, they 
are seldom supported by a sufficient 
array of facts to make them con- 
vincing. 

ADVERTISING AGE, as our readers 
know, is devoted to the idea of gath- 
ering and disseminating facts about 
advertising. News’ reports from 
many sources, covering a wide va- 
riety of activities, give the advertis- 
ing executive a picture of current 
operations, and while no attempt is 
made to read into these facts any 
significance other than that which 
they obviously possess, each reader 
is in a position to apply them to his 
Own situation to the best advantage. 

The marked disposition at this 
time to eliminate personal opinions 
and hunches as far as possible, and 
to plan and operate on the basis of 
facts, indicates that the service 
which ADVERTISING AGE is perform- 
ing as the newspaper of the field is 
of unusual value. During the past 
year we have expanded our news- 
gathering facilities materially, and 
in 1932 hope to make still more com- 
prehensive our contribution to this 
primary need of the advertising busi- 
ness. 


Discarding the Old 


“Off with the old and on with the 
new” is a slogan which may not 
have been originated by advertising 
men, but which is exceedingly popu- 
lar with them. There is an obvious 
necessity for not being contented 
with things as they are in advertis- 
ing, because as a business of ideas, 
new and interesting aspects of the 
advertised product and its service to 
the public must constantly be intro- 
duced. 

But there is danger that in seek- 
ing so determinedly for new angles 
of the advertising story, the value of 
the old may be too quickly lost sight 
of, and successful ideas discarded 
before they have fully served their 
purpose. Perhaps the better plan 
would be to employ the methods of 
the mail-order advertisers, and to 
continue to use the appeals and 
methods which have been found 
profitable, always seeking, however, 
for new material which can be sub- 
stituted for the old when the latter 
begins to lose its effectiveness. 

C. A. Bethge, advertising manager 
of the Chicago Mail Order House, 
said in a recent talk that he believes 


advertisers do not get the most 
value out of their advertising be- 
cause they drop good ideas too soon. 

“We hang on to every piece of 
copy that is able to pay its way,” 
he said. “It’s astonishing how well 
the old, time-tried advertisements 
will continue to pull even after they 
have been used for a long time. We 
operate on a basis of test of every 
new advertising device, and use only 
copy which we know by experience 
will produce. But while we are con- 
stantly trying to improve the ma- 
terial we are using, we take advan- 
tage of previous experience in con- 
tinuing to use the copy which we 
know will pay us. When it fails, we 
are ready to replace it with some- 
thing better.” 

General advertisers have some- 
what different requirements from 
mail-order houses, but there is so 
much to be said in favor of retain- 
ing at least the basis of successful 
advertising and merchandising ideas 
that Mr. Bethge’s remarks may well 
be pondered, regardless of the spe- 
cial field in which the advertiser 
may be operating. 


tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


333. More Profits from Magazine 
Advertising. 

This is a detailed report of the 
now famous Gallup survey for Lib- 
erty, prefaced by a quotation of R. 
R. updegraff: “We have only begun 
to realize how much America has 
changed since 1914. Every product, 
process and policy prior to 1914 
should be challenged.” 

Some of these changes are visual- 
ized in rather startling fashion, such 
as the metamorphosis in movies. 
Only 7,000,000 attended such per- 
formances in 1910 and now the 
weekly attendance is 90 million. 
Even more illuminating is the type 
of amusement offered. 

A table shows the general increase 
in magazine circulations in the 
“able-to-buy” group. However, Lib- 
erty points out, interested attention 
in these magazines has become sub- 
ject to these qualifications: 

1. Movies—they developed dra- 
matic tastes; 2, sports—they de- 
veloped a demand for excitement; 3, 
automobiles—they developed a love 
for change and novelty; 4, radio— 
it developed the habit of effortless 
entertainment; 6, the bulking of 
population in centers of business ac- 
tivity, and finally, the time compe- 
tition of these new basic interests. 

Liberty proceeds to tell how, work- 
ing from this foundation, it has 
created a magazine attuned to the 
modern tempo. The remainder of 
the volume tells what Dr. Gallup 
discovered actually happened to ad- 
vertisements. 


334. The Lion. 


This is an analysis of the field 
covered by The Lion, which reports 
76,000 readers with an average in- 
come of $5,200. How these readers 
spend their money makes an inter- 
esting story. 


318. School Business Is Better Than 
Ever. 


School Management, New York, 
which will make its bow in Janu- 
ary, reaching 50,000 key school execu- 
tives, quotes authorities to prove 
that the depression has given the 
school field its biggest year by caus- 
ing children to remain in school, 
rather than seek positions. Pur- 
chasing methods are also revealed. 


323. The Seventieth Family. 


The Condé Nast Publications are 
striking a new note in promotion 
with this booklet directed exclusively 
to travel advertisers. According to 
this analysis, only 400,000 families 
in the United States are active pros- 
pects for trips involving a consider- 
able expenditure. However, this 
means from 1,200,000 to 1,600,000 in- 
dividuals. The booklet tells how this 
“70th family” may be reached. 


239. To Serve You. 


A profusely illustrated booklet de- 
scribing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


21. The Hospital Field. 


Business depression? MHere’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
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"Madam, there's some very, very beautiful sentiment on this little 


card—most of them are such a bore." 


—Collier’s. 


Voice of the Advertiser 


Ronson, At Least, Is 


Still an Advertiser 


To the Editor: If your Copy Cub 
aims to grow into a “bear,” he’d bet- 
ter toddle out of his cubbyhole and 
amble around in the great big won- 
derful world where he can nibble on 
such exotic not to say esoteric pabu- 
lum as the Saturday Evening Post, 
Collier's, American Magazine, etc. 

Which is by way of preface to my 
soft impeachment of your sprightly 
columnist who clearly doesn’t read 
the magazines he should, for he asks 
in a recent column: “Where are the 
cigarette lighter ads of yesteryear?” 

Let him scan the enclosed fall 
schedule* of Ronson Lighter adver- 
tising. And let him eat his words, 
question mark and all. 

And let your readers be shown, 
au contraire, how Ronson Lighters 
and Ronson Lighter combinations 
are being constantly and consistently 
advertised in a long list of national 
magazines and with consistent rea- 


son as “The World’s’ Greatest 
Lighter.” 
S. J. LEVIN, 
Adv. Mgr., Art Metal Works, 
Newark, N. J. 


*Saturday Evening Post, Collier's, 
American Magazine, MacLean’s, 
Western Home Monthly, Country 
Guide (Canada), Pictorial Review, 
Cosmopolitan, Photoplay, The New 
Yorker, Canadian Home Journal. 
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Starts Crusade for 


Copy Cub Promotion 


To the Editor: The fact that Copy 
Cub is still his name even during 
the tail end of the second year of 
your paper’s existence, is not much of 
a feather in his cap because after 
that length of time (and in lieu of 
salary increases) somebody usually 
allows an additional title which be- 
speaks to the world that one has im- 
proved and progressed. 

But just to show you what I think 
of his column, I am enclosing my 
personal check (in a bank that has 
weathered all rumors and runs) for 
$Z to cover as many years’ subscrip- 
tion to ADVERTISING AGE as I can buy 
at this time. 

I like everything about your publi- 
cation so well that when it arrives it 
even has preference over the local 
morning paper. 

C. E. RIcKErD, 
Adv. Mer., Standard 
Accident Ins. Co., Detroit. 


they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


WaterSpar Varnish 
Still in Milwaukee 


To the Editor: Notices have ap- 
peared in several publications to the 
effect that Lord & Thomas and Lo- 
gan are now handling the advertis- 
ing of the Pittsburgh Plate Glass 
Company, paint and varnish divi- 
sion. This is not entirely correct. 

The Burns-Hall Advertising 
Agency will continue to handle the 
advertising on WaterSpar Varnish. 

N. L. TELANDER, 
Burns-Hall Adv. Agency, Milwaukee. 


Advertising Age 
in School Work 


To the Editor: As denoted by our 
letterhead, this institution is com- 
mitted to the project of teaching 
practical advertising. We are ac- 
credited among educational institu- 
tions, publishers and the advertising 
fraternity as setting up the only 
practical training school of its kind. 

We have an enrollment of 80 and 
use various trade papers for distri- 
bution to students and for instruc- 
torial material. We would like to 
receive a sample of ADVERTISING AGE, 
with subscription rates on 70 copies 
for student distribution. 

F, Wy tiys Emery, 
Asst. Principal, Boston ( Mass.) 
Institute of Advertising. 


Has Advertising Age 
a Constant Reader? 


To the Editor: Thanks for the 
story you carried about our Mr. Black- 
burn. I can’t quite figure out how 
Blackburn should be Blackburn in 
the head and Blackman in the story. 

It is even more difficult to explain 
why a later issue of Advertising ¢ 
Selling should have made the same 
error. 

J. G. TAYLoR SPINK, 
Genl. Mgr., Sporting Goods 
Dealer, St. Louis. 


> 3 3 


Advut. 


To the Editor: Seriously, I 
wouldn’t be without your doggone 
paper. 

If you wish, you can bring it to 
the attention of the powers that be 
that ADVERTISING AGE has been a 
great help to me in my connection 
with an extremely popular local 
magazine known as the American 
Motorist published only for our over 
27,000 local members of the Ameri- 
can Automobile Association. 

Vincent J, MULLIGAN, 
Adv. Megr., Washington, D. C. 
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ADVERTISING AGE 


IN WAKE OF STARS 


The Rosenhein Mfg. Co., Philadel- 

phia, is giving a portrait of a 

movie star with every box of 
"Foto Fan" stockings. 


THREE-FIFTHS 
OF FARMS OWN 
AUTOMOBILES 


Washington, D. C., Dec. 18.—Fifty- 
eight per cent of the farms in the 
United States have automobiles, and 
a considerable number have more 
than one, according to census fig- 
ures released Dec. 16 by the Depart- 
ment of Commerce. 

The figures were obtained April 1, 
1930. The percentage of farms hav- 
ing motor trucks was 13.4, slightly 
less than the ratio for tractors. 

There were 3,650,003 farms owning 
automobiles, and they had 4,134,675. 
There were 845,335 trucks on 900,385 
farms and 920,395 tractors among 
851,457 reporting farms, indicating 
that there is more than one tractor 
on many farms. 

The figures disclose that 4.1 per 
cent of the country’s farms have 
electric motors and 15 per cent have 
stationary gas engines. The number 
of motors reported was 1,381,191 and 
the number of engines 1,151,108. 

While 15 states have a larger per- 
centage of tractors than trucks, only 
the District of Columbia has a 
greater percentage of trucks than 
automobiles on farms. 


Highest Percentage 


Nebraska farms have the largest 
percentage of automobiles of any 
state with 91.8, although there are 
only 141,144 cars on the farms of 
that state. Texas has more than 
300,000 autos on farms. 

States having larger percentages 
of tractors than trucks are Ohio, In- 
diana, Illinois, Minnesota, Iowa, 
Missouri, North Dakota, South Da- 


kota, Nebraska, Kansas, Kentucky, 
Oklahoma, Montana, Oregon and 
California. 


By geographical divisions, the 
West North Central District led in 
automobiles, with 82.8 of the report- 
ing farms having them. 

The Middle Atlantic States, New 
York, New Jersey and Pennsylvania, 
have the highest percentage of 
trucks at 30.7, while the West North 
Central region has the largest per- 
centage of tractors at 26.5. This 
area also leads in percentage of gaso- 
line engines with 32.1 and the Paci- 
fic States, Washington, Oregon and 
California are ahead in the percent- 
age of electric motors, 32.2. 


Forms Subsidiary 


Pierce-Arrow Motor Car Company 
has formed a Canadian subsidiary 
to manufacture a complete line for 
the Canadian market. 


Appoint McKinney & Son 
The Humboldt Times, Eureka, 


Calif., has named J. P. McKinney & 
Son as Chicago and New York ad- 


effective 


Allen-A Adds Line; 


Names New Agency 

Addition of bathing suits to the 
hosiery and underwear now manu- 
factured by the Allen-A Co., Kenosha, 
Wis., has been made. 
The company has placed its ac- 
count with the Wm. H. Rankin Co., 
Chicago, which will use newspapers, 
magazines and radio. Robert Ran- 
kin is the account executive. 


Sponsors Reply Envelope 


The United States Envelope Co., 
Springfield, Mass., has introduced the 
Return-Velop, a patented reply en- 
velope provided with a_ perforated 
extension of the lower back flap 
which may be folded back into the 
envelope or torn off and inserted. 
It is then sealed in the usual way. 


Pana Publisher Dies 
Louis E. Jordan, co-publisher of 
the Pana (Ill.) Daily Palladium for 
25 years, died this week. 


Now Birmingham 
Has “Radio News” 


Birmingham, Ala., Dec. 18.— 
“Southern Radio News” has 
begun publication here to print 
complete local programs and 
radio fan news. The new pa- 
per, a weekly, sells for 5 cents. 

The initial issue carried a 
considerable volume of adver- 
tising of department stores 
and radio dealers. 


Wishes It with Wool 


Eavenson & Levering Co., wool 
scourers, Camden, N. J., are spon- 
soring a Christmas folder bearing a 
picture of Santa Claus and the 
slogan, “Merry Christmas ‘Wish It 
with Wool’ This Year.” A quarter 
of a million folders have been dis- 
tributed. 


Watson Gets Office 
in New York Club 


Thomas J. Watson, president of 
the International Business Machine 
Corp., and the Merchants Association 
of New York, was elected a vice-presi- 
dent and director of the Advertising 
Club of New York. 

The club will give a New Year’s 
eve party at its quarters. 


Former Publisher Dies 

Charles H. Cutshall, former pub- 
lisher of the Huntington (Ind.) Her- 
ald, died in that city this week. 


Buy Indiana Paper 


William F. Banninger has _ pur- 
chased the Markle Journal, weekly, 
Bluffton, Ind. 


Grace & Holliday Move 

Grace & Holliday, Detroit, have 
moved from the Fisher Bldg. to 435 
New Center Bldg. 


Get Hotel Account 


Heathman Hotels, Inc., Portland, 
Ore., has appointed Gerber & Cross- 
ley, Portland agency, to direct its ad- 
vertising. Magazines and direct mail 
will be used. The agency will also 
direct the advertising for Ite-co Co., 
of Portland, denture base materials. 


Cassidy on Jury 
Norman Cassidy will represent the 
Des Moines Advertising Club on the 
jury to select the winner of the an- 
nual Tribune award for distinguished 
service to Des Moines. 


Represented by Block 


Paul Block & Associates have been 
named representatives of the San 
Antonio (Texas) Light. 


Choose I. N. R. 


The Lexington (Mo.) Advertiser 
has named Inland Newspaper Rep- 
resentatives Inc., in the national ad- 
vertising field. 


vertising representatives, 
Jan. 1, 


“Ven Company 


Janesville. Wisconsin, U.S.A. 


November 30, 1931 


Advertising Age 


537 S. Dearborn Street 


Chicago, Illinois 


Gentlemen, 


Will you please add my name to your 
mailing list and send the publication 
to m at 836 Milwaukee Avenue, billing 


me in the regular way. 


Please include 


copies of your last two issues, 


You might be interested to know of 

the number of comments I have had con- 
cerning my recent change in business 
address as a result of the little article 


you ran. 
advertising people 


This certainly shows that 


generally pretty 


thoroughly read your good publication. 


This should be gratifying to you, and 


you have my best wishes f 


tinued success. 


C. K. Hart:D 
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ADVERTISING AGE 


December 19, 1931 


“CATCH THEM YOUNG” IS LIBBY'S PROFITABLE POLICY 


One Million Scouts 
Seek Libby Labels 
for Another Year 


Chicago, Dec. 17.—Despite remon- 
strances from certain quarters, 
Libby, McNeill & Libby are con- 
tinuing their highly successful plan 
of promoting evaporated milk sales 
through boy and girl scouts. 


The company secures the co-oper- 
ation of individual members of these 
organizations by offering them of- 
ficial equipment in return for Libby 
milk labels, using the official papers 
to broadcast the proposition. 


The Libby plan had its inception 
with the Boy Scouts in January, 1931, 
being extended to the girl’s organiz- 
ation three months later. The priv- 
ilege of co-operating with the Boy 
Scouts of America in such a way 
has been extended to but one other 
manufacturer, the Colgate-Palmolive- 
Peet Co., which was authorized five 
years ago to redeem Octogen soap 
labels with official equipment. The 
soap company has enjoyed excellent 
results. 

The market consists of 650,000 
boys and 175,000 adults in the Boy 
Scouts, and 225,000 girls and 40,000 
adults in the Girl Scouts. The adults 
function as troop leaders, sponsors 
and members of community, district 
and national councils. 


A Live Market 


The market is considered particu- 
larly good for a food product, as the 
children represent families with 
growing youngsters. Additional fam- 
ilies in the higher income groups 
are reached through the adult work- 
ers. 


Many advertising men and women 
are active in the field work of the 
Scouts and advertising is repre- 
sented in the national organization 
of the Boy Scouts by Frank Pres- 
brey, vice-president, and Barron G. 
Collier, member of the executive 
board. 


The Libby plan was approved by 
the Boy Scouts of America after two 
years of negotiations, the executive 
board objecting that the Federal 
charter bans commercial exploitation 
of the organization and the scout 
by-laws forbid capitalizing member- 
ship in money-making schemes. 
Only two other bodies, the Red Cross 
and the American Legion, have Fed- 
eral charters. 


As the same by-laws stipulate that 
a good scout shall make an effort 
to earn his equipment, Libby scored 
by representing that the directors 
should open up profit-making oppor- 
tunities for the boys. 

The agreement as consummated 
obligates Libby to submit each piece 
of copy for approval and to send or- 
ders to the supply department to be 
filled, this provision preventing any- 
one but a scout in good standing 
from benefitting. The premium value 
is unusually high, about 12 per cent 
of the retail price in the case of the 
small can. 


Check on Copy 


Copy is edited to eliminate any 
implication that the Libby plan has 
official recommendation and digres- 
sions concerning activities and aims 
of the organization are forbidden. 
Such samples as the following show 
how the company handles the copy: 

“You'll get even a bigger kick out 
of hiking when you're fully equipped 
at our expense. Here’s a new way 
to get all your equipment free. 

“Your uniform, down to the neck- 
erchief slide, your cooking kit and 
canteen—even a pair of binoculars 
or a pup tent—can be had. 

“Pretty easy, isn’t it? Sure, es- 
pecially when you think of the num- 
ber of folks—your mother and others 
—who’ll gladly help, once they know 


you're saving Libby's Evaporated 
Milk labels.” 

Some of the copy reminds the lads 
they can stimulate business by tell- 
ing why they want the labels. It 
is also suggested that they call on 
their neighborhood grocers for a 
list of customers whom they can 
solicit. 

Libby issues its own catalogs of 
scout equipment for boys and girls, 
indicating the number of labels re- 
quired for each item. To get the 
children started, it offers extra cer- 
tificates, and gives additional en- 
couragement from time to time with 
a special on a piece of essential 
equipment. 

In addition to Boys’ Life and The 
American Girl, the official magazines 
for members, the company will use 
space this year in official publica- 
tions for adult workers in the two 
organizations. Copy will be ad- 
dressed to troop leaders, and the of- 
fer will point out the satisfaction of 
heading properly uniformed and 
equipped troops, which are the first 
called on to make public appear- 
ances. 

Causes Heart-Burnings 


The success of the Libby plan is 
said to have caused competitors in 
the Evaporated Milk Association to 
refuse to participate in a cooperative 
campaign while it was in force. The 
association contemplated such a cam- 
paign last spring. 

News of the Libby offer traveled 
like wildfire through Scout ranks. 
In territories where Libby had little 
or no distribution, the youngsters 
did not hesitate to ask retailers and 
wholsalers to co-operate. 

In some instances, the boys and 
girls pool their labels. In others 
they turn labels in to troop leaders 
to be used in equipping youngsters 
with limited resources. There is 
always considerable rivalry in see- 
ing who can bag the most labels. 

The plan has given Libby what 
amounts to a monopoly on evapo- 
rated milk for use on scout hikes 
and in summer camps. A boy scout 
goes on ten hikes a year on which 
meals are prepared, and 350,000 
scouts spend two weeks a year in 
summer camps. 

The advertising of Libby, McNeill 
& Libby is directed by the Chicago 
office of the J. Walter Thompson Co. 


Reduces General Rate 


Reduction from .035 to .03 a line 
in its general advertising rate has 
been announced by the Wilmington 
(Calif.) Journal, effective Jan. 1. 


Sustains Lower Court 


A lower court ruling holding there 
is not sufficient similarity in the 
names of the Metal Craft Co., De 
troit, and the Grand Rapids Metal- 
craft Corp., to cause deception or 
confusion has been upheld by the 
state supreme court. 


Mills Opens Agency 

James E. Mills, formerly publicity 
manager for the fur industry with 
offices in New York, has opened the 
Mills Advertising Service in the 
Judge Bldg., Salt Lake City, Utah. 
Mr. Mills recently married Margaret 
Hackett, manager of the advertising 
department of Keith-O’Brien, Inc., 
Salt Lake City. 


Proctor with “Parade” 


J. F. Proctor, formerly general 
sales manager of the Russ Mfg. Co., 
Cleveland, is the new advertising 
manager of Parade, Cleveland. 


Sharpe Joins Getchell 


Frank L. Sharpe, formerly with 
the J. Walter Thompson Co., New 
York, has joined J. Stirling Getchell, 
Inc., New York. 


NEW DENTIFRICE 
IS GOOD TO EAT 


New York, Dec. 18.—Dentoza Lab- 
oratories, Newburgh and New York, 
have retained Reimers & Whitehill, 
Inc., New York advertising agency, 
as advertising counsel. 

Dentoza is an entirely new type 
of dentifrice. It is a purely organic 
product and is claimed to be bene- 
ficial to the gums and mouth tis- 
sues as well as teeth. It can be used 
with or without a toothbrush. 

Test campaigns will be conducted 
in several cities, utilizing an entirely 
new kind of container for Dentoza 
in powder or granule form. The 
product will also be exploited in tab- 
let form for use during the day. 

Dentoza is not only harmless to 
swallow, but is beneficial in having 
a counteracting effect on acid condi- 
tion, its sponsors say. 


Aunt Jemima 
in Comics with 
Dramatic Copy 


Chicago, Dec. 18.—Returning to 
newspapers with striking test copy 
after 18 months’ absence, the Quaker 
Oats Company will invade the comic 
sections of the Hearst Newspapers 
of Sunday, Jan. 10. Full pages in 
four colors will be used, with copy 
for Aunt Jemima pancake flour oc- 
cupying the back page. 

While the cartoon style was used 
and the copy runs in comic sections, 
an entirely new idea is presented. 
The copy depicts the adventures of a 
Southern colonel and introduces the 
Negro mammy, Aunt Jemima, from 
which the product got its name. 

The dramatic adventures of the 
wounded rebel and the aid extended 
by his old “mammy” strike a new 
note in advertising. Future news- 
paper advertising depends on results 
of this test. 

Copy and art were prepared by 
the Chicago office of the J. Walter 
Thompson Company. 


Issue New Rules 
on Breaks and 
Transcriptions 


Washington, D. C., Dec. 18.—Sta- 
tion breaks, now required every 15 
minutes by the Federal Radio Com- 
mission, may be announced “as fre- 
quently as practicable” but at least 
every 30 minutes by new regulations 
effective Feb. 1, 1932. 

Regulations governing announce- 
ments of transcriptions and phono- 
graph broadcasts have been relaxed. 
The new rules provide: 

“A mechanical reproduction shall 
be announced as such just before it 
is broadcast, except when its use is 
merely incidental, as for an identifi- 
eation or background. The exact 
form of announcement is not pre- 
scribed, but the language shall be 
clear and in terms commonly used 
and understood. The following are 
examples of statements sufficient for 
the purpose: 

“(a) ‘This is a mechanical repro- 
duction.’ 

“(b) ‘This is a player-piano rec- 
ord.’” 


Four Appoint White 


The Frank B. White Co., agricul- 
tural agency of Chicago, has been 
appointed by the Jesse Beery Co., 
Pleasant Hill, O., school of horse- 
manship; Seidelton Farms, Wash- 
ingtonville, Pa.; Farm Service Co., 
Tyron, Pa., and Hoeft & Co., North 
Chicago, Ill., poultry supplies. 


Elect Moreau President 


Charles G. Moreau, Bay St. Louis, 
was elected president of the Missis- 
sippi Coast Press Association at 
Gulfport, Miss. Ed. Lipscomb was 
elected vice-president and Miss Mary 
L. Fentress, secretary. 


HOW LIBBY PRESENTS OFFER TO BOY SCOUTS 


A good Scout wears 
the complete uniform 


...get yours FREE! 


TELLS FRUITS 
OF RECIPROCITY 


Chicago, Dec. 18.—Reciprocal ad- 
vertising can help create a larger 
total volume of business, Clifford 
Ellison, advertising manager of the 
Brunswick-Balke-Collender Co., Chi- 
cago told the Women’s Advertising 
Club of Chicago at its Christmas 
party Tuesday night. 

The other speakers were W. S. 
Forgey, account executive, and H. H. 
Hudson, space buyer, of H. W. Kas- 
tor & Sons Advertising Co., the 
agency in charge. 

“Advertisers should make their 
copy do as big a job as it can, 
whether or not it is possible for the 
advertisers it favors to reciprocate 
directly,” said Mr. Ellison. 

“The reward will come with the 
added interest and the greater op- 
portunities opened up by increasing 
the total of business activity. 

“An important factor in the pros- 
perity of our country has been the 
rapidity with which we develop new 
industries in the domestic market. 
The automobile and radio industries 
have increased volume in all lines of 
business. 

“If all advertisers would get be- 
hind aviation and television, show- 
ing a plane on the skyline of out- 
door scenes and a television receiver 
in interiors, the development of these 
industries would be speeded up ma- 
terially.” 


C. B. S. Promotes Two 


Edward Klauber, formerly vice- 
president and assistant to the presi- 
dent, has become first vice-president 
of the Columbia Broadcasting Sys- 
tem, New York. Lawrence W. Low- 
man, formerly assistant secretary 
and supervisor of operations, was 
promoted to vice-president in charge 
of operations. 


Conhaim Joins Middishade 


Herbert J. Conhaim, formerly vice- 
president in charge of Finchley's 
Chicago store, has joined the Middi- 
shade Co., Philadelphia, as advertis- 
ing and sales promotion manager. 


Adams Buys Newspaper 

George M. Acams has bought the 
Wyandotte (Mich.) Daily Record 
from Macfadden-Michigan News- 
papers, Inc. 


Urge Revision 
of Mail Lists 
by Postoffice 


Chicago, Dec. 15.—Mailing lists 
used in direct-mail work are show- 
ing a heavy mortality at present and 
should be carefully revised through 
the directory service available in the 
Postoffice department, the Engineer- 
ing Advertisers’ Association was told 
last night by two speakers. The pro- 
gram was devoted to direct mail. 

E. J. Heimer, industrial advertis- 
ing counselor, said that in some in- 
dustrial fields lists have gone “sour” 
to the extent of 78 per cent. Many 
advertisers, he said, would profit by 
starting all over again with their 
lists, instead of trying to revise the 
old ones. 

C. A. Bethge, advertising manager 
of the Chicago Mail Order House, 
said that even lists of purchasers on 
their books are found to be incorrect 
to the extent of 30 per cent a year, 
and the same proportion applies to 
purchased lists. Hence all of their 
lists are sent out every six months 
to local postmasters for revision at 
the charge established by the Post- 
office department. 

Mr. Heimer warned against mak- 
ing it too easy for prospects to an- 
swer, stating that the quest for in- 
quiries which can be followed up 
successfully by salesmen should elim- 
inate the merely curious. An in- 
dustrial direct-mail campaign can 
often pay out on the basis of six- 
tenths of 1 per cent return. 

Mr. Bethge spoke in favor of long 
letters, saying a New York mail ad- 
vertiser has used a ten-page letter 
and pulled 10 per cent returns. 

“The trouble with most campaigns 
that are intended to pull orders by 
mail,” he said, “is that they don’t 
tell enough.” 


Osborne Directs Sales 


Following the consolidation of the 
sales staffs of RCA Radiotron Co., 
Inc., Newark, N. J., and E. T. Cun- 
ningham, Inc., G. C. Osborne has 
been made vice-president in charge 
of sales. 


Hamilton-Delisser Named 


Lowell (Mass.) Sunday Telegram 
has appointed Hamilton - Delisser, 
Inc., national advertising represent- 
ative effective Jan. 1. 
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HE territory served by the Chicago Sunday 
Tribune has a population of 12,200,000 people. No 
other newspaper in America delivers such dom- | 
inant circulation in so great a market. | 
] | 
a It is a market more populous than the cities of 
a Philadelphia, Boston, Baltimore, Pittsburgh, Cleve- ——- 
land, Cincinnati, Detroit, St. Louis, Denver, Seat- = 
tle, San Francisco, Washington, Minneapolis, New | 
“e Orleans, and Los Angeles combined. | 
Iti of f THE CHICAGO! 
om t.is a market that produces 11 Jo ($5,638,606,- | ~ TERRITORY /} | 
om 682) of all the nation’s retail purchasing. ‘LLINOIS lee: Z 
~ And there is only one way to reach its buy- MODS 
ac ers effectively through advertising—the Chicago 
rFO- Sunday Tribune. 
im When you bid for business in the Chicago Sun- | 
wil day Tribune you go into homes that not only pro- | 
4 duce 42% of this area’s spending but influence == . ) 5 
the much of the balance. : —— i og = 
mn You reach 7 out of 10 Chicago families. 51% i | Pg Mn sie 7 | 
ect of the families in 704 towns and cities of 1,000 or SS site ee — | 
.~ more population in this great market read the == SSS i a | 
a Sunday Tribune. ae tS 
- Get yourself established in this territory that 
- the Chicago Sunday Tribune so completely envel- | 
» ops and one of your major worries about sales vol- 
‘up ume will be settled. The people are here, the 
pod money is here, and .the means of reaching both 
wen economically is here in the Sunday Tribune. 
ong 
ad- r 
tter a o 
. Iraq CMe 4 
on’t q 
ne THE WORLD'S GREATEST NEWSPAPER 
= FINANCIALLY IMPREGNABLE 
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: This ABSORBINE JR. ad ‘run-* 
; ning in 3 weeklies, } ¥7 40% © 
more persons per dollar "4 
:LIBER Y than in Weekly € 
225% Jo more shan i in Weekly C. 


This PONTIAC ad, running in : 
; 2 weeklies, stopped 148% more | 
i persons per dollar in LIBERTY / 
than in accel c. 


| This COCA COLA ad, running ; 
in 3 weeklies, eget in 
bey - 4 90% E 


& This IPANA ad, running in 
= weeklies, stop ed 35% mo 
| persons per dollar in LIBER 
3 than in —s B. 


De 


efore you spend rm 1932, study] 


NCE or twice might have been an 

accident. Three times, four times, 
might have been a coincidence. But when 
in 38 cases out of 46—duplicate ads run- 
ning in Liberty and other mass weeklies 
stopped more readers in Liberty—when in 
city after city—in 6 widely scattered parts 
of the country—when, in issue after issue 
—for 6 consecutive issues of the four mass 
weeklies—the average advertising page 
stopped from 23 per cent to 112 per cent 
more persons per unit of circulation in 
Liberty than in any other mass weekly— 
that certainly is something to think about. 
Something to ask about. Something to 
study, yourself, before you spend for 1932. 


Consider The Sources 


These facts came from the first attempt to 
measure “reader-interest” by going beyond 
traditional personal judgments and self- 
conscious reader votes. By making, last 
July and August, an actual count of edi- 
torial and advertising items magazine 
readers bad SEEN and READ. That’s 
worth pondering. 


The facts were found by ringing 15,000 
door bells at random in Philadelphia, Pa.; 
Springfield, Mass.; Greensboro, N. C.; 
Columbus, Ohio; Topeka, Kansas; Sioux 
Falls, So. Dakota, one city a week for 
6 consecutive weeks. By finding posses- 
sors of current issues of the four mass 
weeklies. By going through their copies 
with them, page after page, marking with 
crayon every editorial and advertising 
item remembered as having been seen or 
read. 

That’s worth pondering. 

And these facts were collected by the 
trained research staff of Dr. George 
Gallup, Professor of Journalism and 
Advertising at Northwestern Univer- 
sity. Collected, in three of the six cities 
visited, while official observers from the 
Association of National Advertisers 
looked on. 


And that’s worth pondering! 


Six Cities, Six Issues in a Row 


Complete and independent tabulations of 
what readers saw and read were made for 


the four mass weeklies in each of the six 
cities, using a different issue of the four 
weeklies in each city. 


Yet, see how, city after city, issue after 
issue, the same facts were found— 


The average advertising page in Liberty 
had stopped: 


In Philadelphia, 60% more persons 
than in Weekly A, 35% more persons 
than in Weekly B, 106% more persons 
than in Weekly C. 


In Springfield, 20% more persons than 


in Weekly A, 14% more persons than in 


Weekly B, 63% more persons than in 
Weekly C. 


Libert 


In Greensboro, 45% more persons tha 
in Weekly A, 26% more persons thani 
Weekly B, 132% more persons than i 
Weekly C. 


In Columbus, 61% more persons tha 


in Weekly A, 4% more persons thani 18% 


Weekly B, 104% more persons than! ” 7 
Weekly C. % 
ut fro: 


In Topeka, 43% more persons thi imp 


in Weekly A, 26% more persons than fy; 
Weekly B, 165% more persons than 
Weekly C. te 


In Sioux Falls, 44% more persons 
in Weekly A, 22% more persons than] 


Weekly B, 107% more persons than mM 
Weekly C. Son 
bur ay 
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ADVERTISING AGE 
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Mhis BARBASOL ad, running in 2) 
weeklies, stopped 71% more persons per ee 
dollar in LIBERTY than in Weekly B.; ~ 


The INGRAM’S ad, conaieg in 4° 
weeklies, stopped, in LIBERTY, 

“; more persons per dollar than in © 

: grey A, 42% more than in Weekly | 


than in Weekly C. é 


36% 
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| This SAL HEPATICA ad, 
i running in2 weeklies, stope 
: ped 25% more per ; 
: dollar in LIBER 

Weekly B. 


Week 


bis VASELINE HAIR TONIC 

d, running in 3 weeklies, 

stopped, in LIBERTY, 295% 

more persons per dollar than in 

avd A, 193% more than in 
y 


Suly engine heat 
*fQUIRtS an on Thar is 


Tn rms. 
we Kcens, 
ON Aten Siang 


ce 


Onna, 
Bin 


ning in 4 


iy » 27% more than in Weekly 
%o ly C. 


: B, 224% more than in 


ithe recommendations of Success 


— What This Means 

th a From a Cash Standpoint 
total the average advertising page in 
berty had stopped: 

ons tha 


than 4 48% more persons than in Weekly A 
23% more persons than in Weekly B 
112% more persons than in Weekly C 


it from a dollars-and-cents standpoint, 
importance of these findings grows. 
ing these past years of commodity and 
that Wertising price fluctuations, Liberty’s 
te has been pegged at pre-boom 
els while its circulation has steadily 


ns 
s than §, 


‘ons i fteased. Today, Liberty’s advertising 
thang . 
"than 4e" COS is lower than that of any other 


ajor magazine. Dollar for dollar, there- 
¢, on the basis of the Gallup averages, 
bur appropriation in Liberty should 
op: 132% more persons than in 


America’s Bes 


Weekly A; 64% more persons than in 
Weekly B; 138% more persons than in 
Weekly C. 


Why Advertising in Liberty 
“~ =~ Stops More Readers 


The basic factor responsible for the success 
of magazine advertising in general must 
inevitably be looked to for an explanation 
of Liberty’s reader-stopping power: Edi- 
torial contents. 


People (not advertising people!) buy 
magazines for the stories and articles, not 
the advertisements. Advertisers spend 
their money where editors have done a job 
of winning the crowd. Now, as we see at 
the top of these pages, editorial interest 
may make a 23% to 112% difference in 
the stopping power of the same advertise- 
ment. 


For Dr. Gallup checked the reading of 
editorial pages even as he checked adver- 
tising pages. And he found that the aver- 
age editorial feature in Liberty was read 
by: 17% more persons than in Weekly A; 
6% more persons than in Weekly B; 41% 
more persons than in Weekly C. 


Not because Liberty had some new, 
heretofore unknown type of editorial con- 
tents! (Every one of the other weeklies 
had some features rating higher than many 
of Liberty’s.) But Liberty contained 
MORE of the type of editorial item read 
most widely elsewhere. 


More of the human interest articles. 
More of the dramatic features. More of 
the humorous features. ‘MORE of the 
simple, bold, concise write-ups that are the 
current taste of a post-war public. 


And, long before the Gallup tests gave 


the detailed results of this policy, Liberty’s 
editors gazed upon the spectacle of more 
men and women asking for Liberty—week 
after week, fifty-two times a year—than 
any other magazine in America. 


The Ball Is In Your Court 


Think these things over. Think over the 
38-ads-out-of-46 through which Success 
points its finger at Liberty. Think over the 
facts of 6 cities, 6 issues. Then, make sure 
that your organization has received a per- 
sonal presentation of the Gallup Report— 
before you complete your spending plans 
for 1932! 


Write a note on your own letterhead, 
and a Liberty representative will bring 
your copy of the Report promptly. Ad- 
dress Liberty, 420 Lexington Ave., New 
York City. 


t Read Weekly 
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December 19, 1931 


SPARK PLUG 
INTRODUCES 3 
NEW PRODUCTS 


AC Increases Appropriation 
for 1932 


Flint, Mich., Dec. 18—The A C 
Spark Plug Company fired the first 
gun of its 1932 advertising broadside 
with a four-page color insert in cur- 
rent motor trade publications intro- 
ducing three new accessories. 

The campaign will be pursued 
throughout the year in newspapers, 
magazines, outdoor, direct mail and 
continued trade journal advertising, 
provided for by an advertising bud- 
get 15 per cent greater than that for 
1931. 

December issues of three automo- 
bile publications announced “Remo,” 
a carbon dissolving gum composi- 
tion; “A C Reflex Signal,” a pris- 
matic light reflector to supplement 
the tail light, and “A C Spark Plug 
Tester,” designed to test spark plugs 
with motor running. The January 
trade paper schedule will include 14 
publications featuring “Remo,” alone. 


Plans for Show 


The New York auto show in Janu- 
ary will be the signal for displays 
in five New York dailies, advertising 
all A C products, but featuring the 
new accessories. In addition, adver- 
tising of two automobile manufactur- 
ers, who have included “Remo” as 
standard equipment in their new 
models, will mention the product. 
The newspaper copy will run in Chi- 
cago and Detroit dailies during the 
shows in those cities. 

Introduction of the Reflex Signal 
was considered timely by A C mar- 
keting experts, who saw increased 
demand for such a product in the 
recent adoption by Colorado, and 


SANTE FE RAILROAD PRESENTS "THE HOPI WEAVER" 


The 1932 calendar of the Sante Fe railroad continues the Indian theme made famous 


by E. Irvin Couse, N. A., during the last 15 years. 


"Good art isn't expensive," says W. 


H. Simpson, in charge of Sante Fe advertising, exhibiting 5,000 advance requests for 


the calendars to prove it. 


probable passage by New York and 
Texas, of legislation requiring auto- 
mobiles to carry emergency rear 
reflection lights. 

Intensive laboratory tests both at 
the company’s plant and the Univer- 
sity of Michigan preceded merchan- 
dising of the spark-plug_ tester. 
Pages in the Saturday Evening Post, 
starting January 9 and running in 
18 issues, will report on these tests, 


be 


w 


Just Another Gadget 
..or a Welcome Gift? 


OON the art director, the copy man and the produc- 
tion manager will be comparing their Christmas gifts 


from the suppliers. 


Among the collections are sure to be a combination flash- 
light and fountain pen, a trick cigarette box and other gadgets 
that are little valued and quickly forgotten. 


This year of all years, you will find it best to give a useful 
gift to those much cherished clients and customers of yours. 


A novel and especially appropriate gift for the advertising 
manager, art director, copy writer, editor and production 
manager is a cellophane wrapped copy of “Advertising Type 
Combinations” by Arthur C. Arnold and Robert H. Powers. 
It will help your client to simplify the task of selecting type 
combinations for direct mail, advertisements, magazines, 
books and house organs. It will act as a constant reminder 
of your interest in his continued success. 


Just send us the number of clients on your Christmas gift 
list. We will quote you the quantity discount on the book 
that is fast becoming an indispensable part of the tools of 
advertising, printing and publishing. Do it today! 


GUY C. SMITH, General Mgr. 
Brooke, Smith and French, Inc., says: 


“I consider this book so helpful in 
producing effective typography that 
I am hereby ordering 40 copies for 
distribution among our clients, pro- 
duction, contact and creative staffs.” 


SINGLE COPY $3.00 POSTPAID 


ADVERTISING AGE, Book Dept. 


537 S. Dearborn St., Chicago, Ill. 


and use them as a sales argument 
for both the tester and the spark 
plug itself. 

“Flowmeter tests show that you 
lose one gallon of gas in every ten 
when you use spark plugs more than 
10,000 miles,” will be the theme. 


Use Other Mediums 


Outdoor advertising will start 
with paint in February and run con- 
tinuously throughout the year. 
Pasted panels will be posted shortly 
after and will be repeated in alter- 
nate months. The oudoor campaign, 
to be devoted exclusively to spark 
plugs, will be the largest ever used 
by any automobile accessory manu- 
facturer. 

Direct mail will coach jobbers in 
sales methods for the new products. 
The tester, for example, will be pro- 
moted as a builder of repeat business 
by making possible frequent exami- 
nation of the spark plug under ac- 
tual running conditions. Window 
displays and other promotional ma- 
terial will be provided. 

The campaign is handled by the 
Campbell-Ewald Company, Detroit, 
Edward E. Rothman being the ac- 
count executive. 


Linit to Broadcast 


The Corn Products Refining Co., 
New York, will broadcast for Linit, 
beginning Jan. 4. The program will 
be heard five days a week, featuring 
interviews by Margaret Santry with 
prominent women in art and the 
theater. 


Chesterfield Picks Gray 


Chesterfield cigarettes, going on 
the air for the first time Jan. 4, have 
selected Alex Gray, baritone, as 
soloist. Gray has appeared on the 
stage under the direction of Florenz 
Ziegfield and has starred in talking 
pictures. 


Harrison With i 


The Sealpax Co., Baltimore, Md., 
makers of underwear and pajamas, 
has appointed W. M. Harrison vice- 
president in the sales department. 


Herbert Cooke Passes 


Herbert W. Cooke, who spent 30 
years with the Boston Globe, died 
last week. He formerly published 
‘he Cambridge Times. 


Kenneth George Moves 


Kenneth B. George, formerly with 
Real Estate Magazine, New York, 
has joined the advertising staff of 
Institution Management, New York. 


Stein Salesmen Hear 
of Plans for 1932 


Fred A. Parry, sales manager of 
A. Stein & Co., Chicago, Paris sus- 
penders and garters and Hickory 
products, presided at the annual 
sales conference this week. 

Among the speakers were Samuel 
M. Stein, president; John Heck, 
merchandise manager; Edward N, 
Sommer, stylist; Harold Simms, 
manager of the Paris garter divi- 
sion; Haskel S. Frank, manager of 
the Paris suspender and Paris belt 
division; Kurt Schubert, Bernard 
Cunningham and Neal Geimer, sales 
promotion and research division of 
Hickory products for women and 
children; and Joseph M. Kraus, ad- 
vertising manager. 


Huntsman New Chief 


of Inter-Racial Press 


R. F. R. Huntsman, Brooklyn 
newspaper publisher and president 
of the Sphinx club, has been elected 
president of the Inter-Racial Press 
of America, Inc., New York. 

Roger J. O’Donnell has become di- 
rector and secretary. William E. 
Murray, Washington, D. C., and Ar- 
nold K. Isreeli, formerly advertising 
manager of the General Motors 
Corp. of Argentina, are new direc- 
tors. Nathan H. Seidman, founder 
and former president, becomes chair- 
man of the board and treasurer. 


Department Stores 
Will Convene Feb. 1 


The 21st annual convention of the 
National Retail Dry Goods Associa- 
tion will meet at the Hotel Pennsyl- 
vania, New York, Feb. 1 to 5, Chan- 
ning E. Sweitzer, managing director, 
announced. 

Traditional policies and _ recent 
practices of dry goods retailing will 
be critically analyzed Mr. Sweitzer 
said. 


Hughes, Wolff Appointed 


Sargent & Greenleaf, Rochester, 
N. Y., lock manufacturers, have ap- 
pointed Hughes, Wolff & Co., Roches- 
ter, to handle their account. Busi- 
pam papers and direct mail will be 
used. 


Elect Johnson Chairman 


George O. Johnson was elected 
chairman of the Rochester (N. Y.) 
Advertising Club, following the resig- 
nation of Arch D. McGlashan. 


Earle K. Woodman Dies 


Earle Kinnett Woodman, national 
advertising manager of the Boston 
Post, died Dec. 13. He joined the 
oe on graduating from Harvard in 


ADVERTISING IS 
SUCCESSFUL IN 
SUN-KIST TEST 


Los Angeles, Cal., Dec. 18.—Heavy 
advertising moved one of the largest 
citrus crops in the history of the 
California Fruit Growers’ Exchange, 
in the face of reduced buying power, 
its annual report says. 

“Co-operative citrus marketing had 
a severe test during 1931,” Paul 
Armstrong, general manager of the 
exchange reported, “and it has suc- 
cessfully weathered the storm.” 

Shipments through the co-opera- 
tive organization aggregated 63,750 
cars of oranges, lemons and grape- 
fruit, or over 76 per cent of the total 
from the state. The 12,700 members 
of the Exchange received $77,327,000 
during the season. 

“The 1930-31 Sunkist campaign 
was the largest in the history of the 
Exchange, and had an important re- 
sult in moving the enormous crop,” 
said Mr. Armstrong. He added that 
in 24 years as a national advertiser 
the Exchange has spent $15,000,000 
in reaching the public with the Sun- 
kist story. 

Newspapers, magazines, street car 
cards, radio, outdoor advertising and 
dealer work are credited with the re- 
cent success. Exchange representa- 
tives helped dealers cash in on the 
advertising by paying 125,000 calls 
on jobbers, retailers, soda fountains 
and restaurants. 

Displays were installed in 75,000 
outlets. Over a million pieces of di- 
rect mail figured in the campaign 
and trade and medical journals 
rounded out the drive. 


Sues Newspaper 
Which Refused 
Advertising 


Des Moines, Ia., Dec. 18—A Des 
Moines advertiser has filed suit for 
$400 in the Carroll district court 
against the Carroll (Ia.) Daily Her- 
ald and James Wilson, resident pub- 
lisher, for refusal to accept an ad- 
vertisement. 

The basis of Mr. Wilson’s refusal 
was that the copy was inimical to 
the interests of local merchants. 

The same copy was offered to a 
number of other Iowa newspapers, 
many of whom took the same view 
as the Carroll publisher. The suit 
against the latter is a test and others 
will follow if the advertiser is suc- 
cessful. 

The Carroll Herald is owned by 
James R. Rhodes, publisher of the 
Newton News and other Iowa dailies 
in smaller cities. 


Cincinnati Dailies 
Expand Radio News 


Cincinnati newspapers are now 
listing names of artists in radio pro- 
grams, changing the policy adopted 
a year ago, when programs were 
skeletonized. 

Radio Dial, published by S. Rosen- 
thal & Co., has developed a circula- 
tion of 15,000, the publishers claim. 
Station WLW contributes a large 
volume of publicity for the Dial. 


Wiggins Joins Harlan 


J. Lawson Wiggins, formerly ad- 
vertising and sales promotion man- 
ager of Aluminum Industries Inc., 
Cincinnati, O., has joined the Jesse 
R. Harlan Co., Cincinnati agency, as 
vice-president in charge of market- 
ing. 


It’s Robert Stewart Briggs 


William W. Briggs, copywriter for 
Hanff-Metzger, Inc., New York, is 
the daddy of a new 81/-pound boy 
named Robert Stewart Briggs. 


Scott’s Emulsion on Air 


“Adventuring with Count Von 
Luckner,” is the new program of 
Harold F. Ritchie & Co., New York, 
for Scott’s Emulsion. 
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| WELL-HERE’'S ONE WAY WO7'TO DO IT! | 


-\ KNOW 
I oS CALL IN’ phe 
vy — Buy 7 4 . 


GETTING BUYERS CLOSE ATTENTION 


qEUt PAVE TO 4p, 


a MAKING HIM WANT YOUR LINE 


ow CERO BE Any ust No 
sted ar “Ay BACK . € No 


o~’ 


LEAVING THE WAY OPEN FORA'CALL BACK” © sscnriceittinatiiali (geek) 


- “Oh, wad some power the giftie gie us. To see oursel’s as ithers see us— — 


. No, holding up the mirror is not the purpose nor the intention of Ameri- the above, comes to our attention, we feel it our privilege to pass it 
ir ca's Finest Engraving Plant. We're content to concern “oursel's" with along for the lesson it so forcefully teaches. 

Von the making of the finest in printing plates; we can serve best in that way. Tear it out, you Sales and Advertising Executives; and if you want a 
| But, when so fine an example of “how NOT to do it" in selling as copy on heavier, better-grade paper stock, write us. 


COLLINS & ALEXANDER, Inc., 65 East South Water Street, Chicago, Illinois 
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CAPPER-KELLY 
BILL RETAINS 
ITS VITALITY 


Washington, D. C., Dec. 18.—The 
Capper-Kelly fair trade bill, just re- 
introduced in the two branches of 
Congress with the support of 600 
trade and consumer organizations, 
is substantially unchanged, though 
it embraces some modifications sug- 
gested in Congress last spring. 


The sponsors are Representative 
Kelly (Rep.) of Pittsburgh and Sena- 
tor Capper (Rep.) of Kansas. 

The measure, restoring the right 
of contract on resale prices between 
manufacturers of trade-marked goods 
and their distributors, is described 
as “a bill to protect trade-mark own- 
ers, distributors and the _ public 
against injurious and uneconomic 
practices in the distribution of arti- 
cles of standard quality under a dis- 
tinguishing trade-mark, brand or 
name.” 

Its salient features are: 

“That no contract relating to the 
sale or resale of a commodity which 
bears the trade-mark, brand, or name 
of the producer or owner, and which 
is in fair and open competition with 
commodities of the same general 
class produced by others, shall be 
deemed unlawful, by reason of any 
agreement contained in such con- 
tract— 


Price Is Stipulated 


“(1) That the vendee will not re- 
sell such commodity except at the 
price or prices stipulated in such 
contract; and/or 

“(2) That the vendee will require 
any dealer to whom he may resell 
such commodity to agree that he 
will not in turn resell except at the 
price or prices stipulated in such 
contract: 

“Provided, that prices stipulated 
in any such contract shall be uni- 
form to all vendees in like circum- 


stances, differing only as to quantity 
of such commodity sold, the point of 
delivery, and the manner of settle- 
ment.” 

Section 2 allows retailers to sell 
below the fixed resale price when 
they are discontinuing the line or 
disposing of damaged goods, pro- 
vided they have first given the manu- 
facturer the opportunity to repur- 
chase the stock at the price he re- 
ceived for it. 

The agreement between manufac- 
turers and distributors, however, 
may provide for seasonal sales at 
appropriate times. 

Section 4 provides that the bill 
shall not be construed as legalizing 
contracts or agreements between 
competitors. Section 5 provides that 
no suit arising out of such agree- 
ments shall be brought in any judi- 
cial district other than that in which 
the defendant resides or does busi- 
ness. 


NEWSPAPERS 
HALT DECLINE 


New York, Dec. 18.—National adver- 
tising in 119 newspapers in 30 cities 
aggregated 19,231,126 lines in No- 
vember, 1931, the New York Evening 
Post reports. This is a decline of 
1,383,526 lines from November, 1930. 

Retail and classified advertising 
also showed losses in comparison 
with 1930, the aggregate for all 
classes, including national, being 
96,829,702 lines, a decrease of 8,897,- 
056 from a year ago. 

A general improvement in news- 
paper lineage is shown by these 
figures. Many individual papers 
made gains in all classes of lineage. 
St. Louis, Buffalo, Washington, and 
Omaha were the four cities report- 
ing a larger total volume of adver- 
tising for all classes than in Novem- 
ber, 1930. 


Joins M. Glen Miller 


Peg Winchester, well known 
writer, has joined M. Glen Miller, 
Chicago agency. 


No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


$laYear. 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


Name . «, 
Company 


Street No. 


10 Minutes a Week 


If life is a constant race against dead- 

lines, that’s all you need spend to keep in 
touch with major developments in the adver- 
| tising field. You can skim the headlines in 
| Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


. 52 Issues 


G-E WORKS ON 
SCHEDULE FOR 
DEALER HELPS 


Cleveland, O., Dec. 18.—The 1932 
window display program of the Gen- 
eral Electric Company for mazda 
lamps is complete, a large number 
of dealers having already ordered as 
the result of a special offer, and 
shipments will be made on nine spe- 
cified dates during the year. 


The company’s display experts con- 
sidered 200 ideas submitted by deal- 
ers and others. Some were adopted 
with modifications and others were 
rejected altogether. 


From the remainder, displays were 
made up and installed in several 
different cities. Eight young men, 
most of them college graduates, were 
employed to check the reactions of 
passers-by. No less than 116,000 per- 
sons were scrutinized as they passed 
the windows. 


Finally, in order to see how the 
displays actually worked, the Nela 
Park display staff installed them in 
11 different windows, studying them 
to determine necessary improvements 
and alterations before they were sent 
to dealers. 


“Big 3 Service” 


The result of all this is called the 
“Big 3” service, because, the com- 
pany says, it provides (1) striking, 
large, feature window displays; (2) 
attractive small window displays; 
and (3) sales-producing interior dis- 
plays, all in full color. 

The cost of the complete year’s 
service to dealers is $2.75. If a large 
wooden three-wing frame is needed, 
there is an additional charge of $1. 
The mailing dates for subscribers 
are Jan. 2, Feb. 1, March 15, April 1, 
May 5, Aug. 20, Sept. 20, Oct. 20 and 
Nov. 21. 

One extra display piece, the “1932 
Blue Carton Girl Merchandiser,” will 
be sent free to those ordering before 
Jan. 1 and this helped many dealers 
make up their minds. 


G-E attaches such importance to 
good window displays that it issues 
a portfolio as pretentious as that de- 
scribing the entire year’s effort of 
most advertisers. 


NEW PRESIDENT 


Sylvester Blish 


Williams & Cunnynham 
Add Two Accounts 


The Chicago Bank of Commerce 
and the Pioneer Instrument Co., 
Brooklyn, have appointed Williams 
& Cunnynham, Chicago. 

The latter, largest manufacturer of 
aviation and marine navigation in- 
struments, is a subsidiary of Bendix 
Aviation Corp. 


Starts “Shopping News” 


Bruno Schultz, Jr., formerly adver- 
tising manager of Nugent’s, and pre- 
viously advertising manager for the 
basement store of Gimbel’s, Milwau- 
kee, is manager of the St. Louis 
Shopping News, a new weekly for 
which a distribution of 150,000 copies 
is claimed. 


“Battle of Century” 
Uses Russell Cards 


The Russell Playing Card Co., 
New York, is running a modest cam- 
paign featuring the use of its cards 
in the Culbertson-Lenz bridge con- 
test in New York. 


MacVeagh to Liquidate 


Franklin MacVeagh, wholesale gro- 
cer, Chicago, is to liquidate after 
65 years in business. 


Hopkins Joins Agency 

E. R. Hopkins has joined the Los 
Angeles office of Guenther-Bradford 
& Co. as account executive. 


Representatives 
Pick Blish As 
New President 


Chicago, Dec. 14.—Sylvester Blish, 
vice-president in charge of the Chi- 
cago office of the John Budd Com- 
pany, was elected president of the 
Newspaper Representatives of Chi- 
cago at the annual meeting today, 
succeeding P. L. Henriquez, of the 
St. Louis Post-Dispatch. 

J. B. Shaw, of John B. Woodward, 
Inc., was chosen vice-president; 
Berry Stevens, Howland & Howland, 
secretary, and H. E. Scheerer, 
Scheerer, Inc., treasurer. 

New directors are Mr. Henriquez, 
Robert J. Virtue, Chas. H. Eddy Co., 
and Elmer DeClerque, Henry De- 
Clerque, Inc. 

There was no opposition for the 
regular ticket this year, the solid 
vote of the membership being cast 
for the slate. 

Mr. Blish announced that a pro- 
gram conceived by his predecessor 
would be carried out with all speed. 
The idea is to hold joint meetings 
with agencies, at which both sides 
may study the other fellow’s view- 
point and strive for a meeting 
ground, 


Women Plan Dance 


Helen Ryman is chairman for the 
annual ball of the Women’s Adver- 
tising Club of Philadelphia, to be 
given Feb. 5. Assisting Miss Ryman 
are Mrs. Dorothy S. Cooper, Betty 
Bell, Mrs. Ray Marshall, Dorothy 
Randall, and Antoinette Bittner. 


Approve Club Slate 


The Davenport (Iowa) Advertis- 
ers’ Club’s slate of officers for 1932 
was unanimously approved. It con- 
sists of Richard E. Petersberger, 
president; Nic LeGrand, vice-presi- 
dent; and Robert Feeney, treasurer. 


Trojans Are Guests 


Howard Jones and his University 
of Southern California football team 
were guests of the Advertising Club 
of Los Angeles this week. The Tro- 
jan band and the university glee club 
attended. 


Start Sunday “Mirror” 


The first Sunday edition of the 
New York Mirror will appear Jan. 
10, A. J. Kobler, publisher, an- 
nounced. 


"TRIBUNE" DOES SOMETHING ABOUT THE WEATHER 


Pie: eb. Cake 2 


ee 


Presidents come and go, dynasties fall, times are good and bad—and the chief interest 
of many continues to be in the weather. The Chicago Tribune has taken advantage of 
this trait by installing electrically operated wind direction and velocity instruments, the 
recording devices being conveniently located in the lobby of Tribune Tower. 
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A NATURAL STEP FORWARD 


HOTEL 


==| WORLD-REVIEW 


HOTEL REVIEW 
Founded in 


1907 by 


WEEKLY NEWS DIGEST sry 


Henry J. Bohn 


Vol. No. CXIII, No. 23 


CEMBER 12, 1—EASTERN EDITION One Dollar a Year 
" — 4 


Increased Effectiveness— eads the Pre glad 
Now You Can Buy Advertis- els rama ‘ 
ing in Newspaper Display ee , 


Space to the Largest Cireulation in the Hotel Field 


otel men have definitely expressed their preference for news in 
| | newspaper form. 
A questionnaire inquiry made in a representative part of the 10,000 


HOTEL WORLD-REVIEW Has 


A. B. C. subscribers to HOTEL WORLD-REVIEW revealed that 84% em- Become the Biggest News Publi- 
phatically preferred the newspaper style of publishing. Readers want cation in the Field... . 
news in newspaper form. 

Advertisers in the last year have made repeated requests to use space 15 years ago, E. H. Ahrens foresaw the 
in the weekly newspaper issues. They have sensed the growing trend of opportunity for a “‘methods”’ magazine 
readers toward news in crisp, digested newspaper style. in the hotel industry. 

Therefore, the development of HOTEL WORLD-REVIEW into a ©» In 1922 HOTEL MANAGEMENT was 
weekly newspaper exclusively, is a natural answer to the demands of born, and proved itself successful. 
both readers and advertisers. 3 Because of the personality factor in the 

Beginning with the issue of Saturday, February 13th, 1932, HOTEL ** hotel industry, HOTEL MANAGE- 
WORLD-REVIEW will be published in a weekly tabloid size newspaper MENT needed a news companion. 
with an increased number of pages. ) q To provide this, HOTEL WORLD, pub- 

HOTEL WORLD-REVIEW has already achieved the most complete lished as a weekly since 1878, primarily 
news coverage of any hotel publication. In the new form, this will be for the West, was bought in 1929. 
strengthened by additional correspondents. Every possible news source = HOTEL REVIEW, published as a weekly 


will be tapped. since 1907, primarily for the East, was 


Every issue will be filled with live, sparkling news of this important bought in 1930. 
national industry. @} In 1931, HOTEL WORLD and HOTEL 
In addition, one issue each month will feature in a news manner: phe rd 7, _combined -_ pub- 
1. Remodeling and engineering 3. Housekeeping nee Oe Oe Core o bay Heme 
2. Hotel and club foods 4. Kitchens and restaurants PSP “—r " waiaees f nee aaaereen 
This affords the advertiser a striking opportunity to align himself not ‘@ Notwithstanding business conditions, 


HOTEL WORLD-REVIEW has been a 
decided success. 


R Every indication has pointed recently 
to a preponderance of interest in the 
weekly newspaper. 


only with up-to-the-minute general news but with news features direc- 
ted to a definite reader group as well. 

The cost of space will not be increased. Advertising rates will be basedon 
present cost in units of column inches. Thus, the present 7” by 10" space 
advertiser will pay the same rate for the same size space as heretofore. 

However, the advertiser will have the additional advar tage of being in an 
issue of increased reader interest. Because of the newspaper make-up, he 
will have less competition for attention. In almost every case his adver- 
tising will be either adjacent to, or on the same page as, reading matter. 

Readers want their news in newspaper form. That has been proven. 


Now manufacturers can take advantage of this unusually responsive 
audience which HOTEL WORLD-REVIEW as a regular newspaper will 


ot Since both reader and advertiser prefer 
the newspaper issue, it will become 
available February 13th to the adver- 
tiser as a display medium. 


A Natural Step Forward 


to them. 
bring BSETORIAL PLAN 

oe : ane vignorns Somat ies “ee Bie 5 7 ae aig aw. NS a eh 
- and Week of Each Month of Each Month ith Week of Each Month 
ie General maintenance— News of chefs, stewards and asso- sr of women’s associations— News of hotel and club food service 
< — d ization t tions—new f new menus trends in decoration and furnish- executives—new trends—news of 


—best recipes of the month. Per- 
sonality sketches. 


ing. Personality sketches. kitchen and dining room opera-  - 


tion. Personality qketdhes. | 


ES 


Afemodel ing dhe 


nee 
, ceeping 


News Review 


Ahrens Publishing Company. Ine. 
40 East 49th St... New York « 333 N. Michigan, Chicago 


Southern and Pacific Coast Representatives 
BLANCHARD-NICHOLS-COLEMAN, Atlanta, Los Angeles, San Francisco, Seattle 


‘ALSO PUBLISHERS OF: Hotel Management Restaurant Management Institutional Jobber Gehring Travel Guide 
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Starts Community Paper 

Myers Publishing Co., Chicago com: 
munity newspaper publishers, added 
the Rogers Park Graphic to its 
string Dec. 12. The Graphic is issued 
in rotogravure and sells for ten 
cents. 


Foote to Hughes, Wolff 


The Foote Co., Nunda, N. Y., road 
pavers, has retained Hughes, Wolff 
& Co., Rochester. Business papers 
and direct mail will be used. 


Appoint Procter & Collier 


The Eagle Engineering Co., Spring- 
field, O., and the Yum Co., Cincinnati, 
have named the Procter & Collier 
Co., Cincinnati, to handle their ad- 
vertising. 


COLLEGE 
PAPER COPY 


Copy for use in college publications 
follows two general lines. 

1. Advertisements prepared for general 
magazine or newspaper use are at the 
same time used in college papers. 

2. Special copy is written with a “‘Col- 
legiate’’ appeal. 

In either case, it is advisable to have 
us inspect the copy before plates are 
made. 


Preparing copy for college papers is a 
snetat So requires intimate 
knowledge of the papers’ rules. We 
make no charge for this service. It has 
been our privilege to prevent many bad 
mistakes in copy prepared for college 
papers. 


Ask ué anything you 
want to ow about 
the College Market. 


—y 


Collegiate Special Adv. Agency, Inc. 


New York 
18 E. 41st Street 


Chicago 
612 N. Michigan!Ave. 


Advertising 
Agent Speaks 


“My clients advertise vig- 
orously in the Fairchild 
Publications because I 
know how vigorously those 
publications are read.” 
His clients are textile and 
apparel firms. 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, Ill. 


Sell Iowa with 


in the 
DES MOINES 
REGISTER AND TRIBUNE 


pg Re u like it... ome color 

and in D ly or Sunday news sections 
- . fom colors in Sun Rotogravure 

section . . . four colors in Sunday Comic 
Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


— 


Advertising Agency Executives! 
re want Rl eng A for 
r clients’ publicity? ree yearg;manag- 
aon editor of large daily newspaper... Nine 
€ars managing editor two nationally-known 
siness papers. Three years assistant pub- 
licity director for largest tire manufacturer. 
I can render a definite and valuable service 
to your clients. I can establish an effective 
publicity department or reorganize yours. 
you have a capably directed department, 
I can be of great value on its, staff. Box 
No. 3, care of Advertising Age, Graybar 
Bidg., N. Y. City. 


“OLDE STUFFE" 
SAYS GRAVES, 
OF 1931 COPY 


(Continued from Page 1) 


also for a book, according to the in- 
vestigator. It appeared on the back 
cover of the Feb. 1, 1625, issue of a 
publication called “The Continuation 
of Our Weekly News,” and said: 


Copy for Book 


“An excellent Discourse concern- 
ing the Match between our most 
Gracious and Mightie Prince Charles, 
Prince of Wales, and the Lady Hen- 
rette Maria, daughter to Henry the 
fourth, late King of France &c... . 
with the lively Picture of the Prince 
and the Lady cut in Brasse.” 

Mr. Graves found that modern 
marketers of tooth paste are ex- 
tremely modest in their claims. In 
December, 1660, an English paper 
known as “Mercurius Politicus,” car- 
ried this advertisement: 

“Most Excellent and Approved 
Dentifrices to scour and cleanse the 
Teeth, making them white as Ivory, 
preserves from Toothach; so that, 
being constantly used, the parties 
using it are never troubled with the 
Toothach; it fastens the teeth, 
sweetens the Breath, and preserves 
the mouth and gums from Cankers 
and Imposthumes. 

“Made by Robert Turner, Gentle- 
man; and the right are to be had 
at Thomas Rookes, Stationer, at the 
Holy Lamb at the East end of St. 
Paul’s Church, near the school, in 
sealed papers, at 12 d. the paper. 

“The reader is desired to beware 
of counterfeits.” 

Testimonials were a favorite de- 
vice even in the late 1700’s, when a 
quack doctor used a handbill show- 
ing the doctor presenting King 
George III with a packet of pills. 
The caption under the illustration 
read: 

“His Majesty on the Esplanade at 
Weymouth graciously accepting a 
box of Ching’s Patent Worm Loz- 
enges which was presented to him as 
a patent Medicine.” 

Coffee was first advertised as a 
medicine; so was tobacco. 


Ecstatic Copywriter 


Here is one of the first perfume 
advertisements ever written: 

“The highest compounded Spirit 
of Lavender, the most glorious (if 
the Expression may be used) en- 
livening Scent and Flavour that can 
possibly be; which so raptures the 
Spirits, delights the Gust and gives 
such Airs to the Countenance as are 
not to be imagined but by those that 
have tried it.” 

Mr. Graves said the first commer- 
cial advertisements published in a 
newspaper in this country appeared 
in the third issue of the old “Boston 
Newsletter,” dated May 1 to 8, 1704. 
Two offered rewards for the return 
of stolen goods and the third adver- 
tised real estate for sale. 

The first advertisement of a store 
in the United States was by John 
Miro of Boston, who advertised in 
the Aug 21, 1704, issue of the “Bos- 
ton Newsletter.” 

Ben Franklin conducted many 
businesses, some of his advertise- 
ments in the “Pennsylvania Gazette” 
of 1735 indicated. 

He promoted the sale of soap made 
by his brothers and in the same is- 
sues offered ink, money for old rags, 
and. lampblack. 


Scripps Names Agency 


Scripps Motor Co., Detroit, marine 
engines, has placed its account with 
Holden, McXinney & Clark, Detroit. 
—_ E. Straw is account execu- 

ve. 


Separates Business 
Union Oil Co. of California has 
formed Union Servite Stations, Inc., 
to operate its service stations. This 
is in line with the tefdency of the 
oil industry to separate its retail 


and wholesale business. 


Distribution 
in Car Field 
Is Analyzed 


Washington, D. C., Dec. 18.—Manu- 
facturers of passenger cars retailing 
at $1,500 and less sell 45 per cent of 
their output direct to retail dealers, 
while only 4.7 per cent of the higher- 
priced cars are sold in this way, the 
census of distribution reveals. 

The wholesale distributor is shown 
as an important factor in handling 
more expensive cars, taking 60 per 
cent of the 1929 output. 

Other figures for cars selling at 
more than $1,500: Sales to manufac- 
turers’ own wholesale branches, 33.5 
per cent; direct to consumers, 1.8 
per cent. 

Cars selling for $1,500 and less: 
Sales to manufacturers’ own whole- 
sale branches, 19.0 per cent; to 
manufacturers’ own retail dealer- 
branches, 0.3 per cent; sales to 
wholesale distributors, 33.6 per cent; 
interplant transfers and sales to con- 
sumers, 2.1 per cent. 


Exhibitors’ Committee 


Picks New, Officers 


C. F. Radley, publicity director of 
Oakite Products, Inc., New York, was 
elected president of the Exhibitors’ 
Committee Industrial and Power 
Shows, Inc., Graybar Bldg., New 
York. This commitee was formed 
in 1926 to improve conditions of in- 
dustrial exhibitions. 

Other new officers: Victor 
Wichum, C. J. Tagliabue Mfg. Co., 
Boston, vice-president; G. S. Carrick, 
American Arch Co., New York, sec- 
retary; J. P. Ferguson, Reading Steel 
Casting Co., Bridgeport, Conn., treas- 
urer. 


H.C. Miner Will Give 


Course at University 


Henry C. Miner, Jr., of the J. 
Walter Thompson Co., New York, will 
give a course on, “Advertising in 
Other Countries”, the second semes- 
ter at the New York University 
School of Commerce. 

Mr. Miner was manager of the 
Thompson office in Alexandria, 
Egypt, for two years and is now in 
charge of international work in the 
New York office. 


Dolge Names Griswold 


The Griswold Co., New York, has 
been appointed by the C. B. Dolge 
Co., Westport, Conn., makers of dis- 
infectants, cleansers, and other 
chemical products, to handle its ad- 
vertising. The Griswold agency has 
moved to 17 East 49th St. 


Open Pittsburgh Office 


Devine-Tenney Corp., publishers’ 
representatives, has established an 
office in the Koppers Bldg., Pitts- 
burgh, Pa., in charge of L. H. Me- 
Camic, formerly business manager of 
the Oil City (Pa.) Derrick. 


Log Cabin on Air 
Log Cabin Syrup, product of Gen- 
eral Foods, Inc., will start a radio 
program over the Columbia network 
on Jan. 10. George Frame Brown’s 


sketch, “Real Folks”, will be fea- 
tured. . 
Name Fox & McKenzie 


Fox & McKenzie, Philadelphia, 
have been retained by Kaumagraph 
Co., New York, manufacturers of dry 
transfers for marking textiles, and 
packing and embossed seals. Busi- 
ness publications will be used. 


Match Chain Copy 


The Hudson County (N. J.) Retail 
Grocery and Delicatessen Association 
has voted to increase its newspaper 
advertising to match that of chain 
stores. 


Isaac H. Blanchard Dies 

Isaac H. Blanehard, founder of the 
Blanchard Press, Maplewood, N. J., 
died Dec. 11 when peritonitis de- 
veloped after an operation. 


Bayer Appointed Editor 


Robert J. Bayer, formerly with 
Trafic World, has been named editor 
of Embalmers’ Monthly and National 
Funeral Director, Chicago, published 
by Trade Periodicals, Inc. 


Women in 
Advertising 


Julie A. Engelken 


New York, Dec. 18.—The typical 
New Yorker, they say, comes from 
Indiana and has lived in New York 
for two years. In fact, a New Yorker 
who was actually born and bred in 
the melting pot is a rara avis not to 
be considered lightly. 


But such a rarity is Julie A. En- 
gelken, who has just joined the staff 
of the Hazard Advertising Corpora- 
tion for fashion and merchandising 
work. Not only was she born al- 
most at Manhattan’s geographical 
center, but more, she has left New 
York only for week-ends or raré busi- 
ness trips and was always glad to 
get back. 

As befits a native who chooses to 
remain a native, Miss Engelken gave 
brief shrift to the thought of a col- 
lege career at Vassar or other outly- 
ing parts and matriculated at Colum- 
bia, where in due time she was re- 
warded with a B. A. And she will 
tell you herself that she did not 
swing a hockey stick or write for 
the college paper. She found that 
the normal events of the city offered 
her more for her time. 


Twice and only twice has she left 
New York for any length of time. 
On one of these occasions, she took 
a trip abroad—but not to eat at 
Zelli’s or win through the Tyrolian 


Alps. She was interested in fash- 
ions. She wanted to know about 
styles. And so she went to Paris to 


see just what the situation was. 
That was her trip abroad. 

Her other excursion was in the 
other direction, but here again she 
was inspired by no tourist booklet. 
Others might see America first; she, 
actually, was showing America. At 
that time she was with B. Altman 
& Co. and the store sent a group 
West to show Altman clothes to 
rural customers. That was her trip 
West, and that was some time ago. 
She’s been in the city ever since. 


Her work here has been concerned 
with what oft-studied Mrs. John K. 
American is to wear when she walks 
up Fifth Avenue or battles cross- 
town traffic at theater time. As fash- 
ion promotion director for Altman’s, 
Miss Engelken spent five years in 
both fashion and promotion work, 
doing a variety of things from ad- 
vising store’s buyers and meeting 
closing dates to installing a Trous- 
seau Salon and running fashion 
shows. ; 

Going from Altman’s to Hicks Ad- 
vertising Agency, she had her title 
changed to style consultant and her 
work to writing and conferring. The 
agency was running a series of style 
editorials featuring Irene Castle, and 
Miss Engelken thus became a ghost- 
writer. 

More recently, Miss Engelken was 
with Franklin Simon & Co., Fifth 
Avenue department store, where she 
did special merchandising work. 
This work prepared her, she feels, 
for the change from the title of style 
specialist to the more substantial one 
of specialist in merchandising. 


Move Munising Office 


The advertising department, 
Printers Service Bureau, and Chi- 
cago sales office of the Munising 
Paper Co., have moved from 411 W. 
Ontario St., to the Wrigley Bldg. The 
Seaman Paper Co. has taken the 
same address. 


Morgan to W. P. York 


Herbert E. Morgan, national dis- 
play director, Atwater Kent Mfg. Co., 
Philadelphia, for the last five years, 
has resigned to join W. P. York, 
Inc., producers of advertising dis- 
plays, in charge of the Philadelphia 
offices. 


Get Borden Affiliate 


Young & Rubicam, New York, have . 
been retained by the Borden Co., 
New York, to handle the advertising 
of the J. M. Horton Ice Cream Co. 


Pure Oil Adds Tires 


Pure Oil Co., Minneapolis, has 
added tires and other auto acces- 
sories in its Twin Cities stations. 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
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Manufacturers 
Publications 
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Retail Stores 
Associations 


45 West 45th Street 
New York 
333 North Michigan Ave., Chicago 
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“?Twas The Night Before Christmas’’--! 


And look at the mess a man can get into easily enough 
when he tries to do a private job of digging up market 
figures like those already compiled in the new 1932 
Market Data Book. . 

The figures given in this new volume are 
authoritative and accurate. They are from surveys 
made by competent organizations working in each 
market. Vital trends are shown. They are presented 
in clear, concise form which makes them easy to use |; 
and convenient to find when you're in a hurry. This 
book contains facts about specialized markets; tells 
what they buy, how much, when and how they pur- 


FOR TH 
y SENT E 
ON BOOK SOONER 
eo WAYSELF ALL THIS 


chase; trends likely to affect sales opportunities in spe- 
cific fields; and gives complete lists of publications cov- 
ering specialized markets (including rates, closing 
dates, etc.) 

The Market Data Book is published as a service 
to sales and advertising executives. It is not for sale. 
It is offered to you without charge with your subscrip- 
tion to CLASS & INDUSTRIAL MARKETING—a 
monthly journal covering every phase of selling and 
advertising to specialized and industrial markets. 

It’s an alert, seasoned journal containing ideas 
that you'll find useful now in your own business. 


Your ‘‘John Henry’’ down there in the corner 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


TORNADO WHEN BIG MERCHANDISERS TURNED OUT TO HONOR PARRISH 


a 


VIND 


ATTACKS 
INMANY 


Unusual cover of a booklet 
prepared for the Camden iia 


Fire Insurance Co. by Jerome This was the scene as 100 notables of the merchandising world tendered a testimonial dinner to Amos Parrish on 
B. Gray & Co., Philadelphia. the tenth anniversary of his organization Dec. 7. The Waldorf-Astoria, New York, was the place. 


EDITOR BORROWS ADVERTISER'S IDEA ADVERTISING MATCHES ARE TAKING UNUSUAL FORMS 


"Vanity Fair" liked the Philco radio advertising so well that it bor- 
rowed the idea in a page of pictures in its current issue. 


SIMPLIFY HOME DEMONSTRATIONS 
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